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A successful store, like people, must have an outstandingly 
clear and definite personality. It must create a modern 
IMAGE ... one that the community will see, believe, and 
remember. Your store IMAGE starts at the windows. . 
Your window displays should be like fine gallery pictures. . . 
Fine gallery pictures have fine gallery FRAMES. BLISS 
Frames, Valances, and Prosceniums are FINE. They are 
cabinet constructed, guaranteed for a life-time not to warp 
or check under extreme conditions of summer heat and 
winter cold. They are designed in many different contours. 
They can be finished in natural wood grains or in color-fast 
lacquer. Mouldings are finished in gold or silver leaf. Large 
windows can be divided into two smaller windows 
with removable dividers. Architectural floor- 


ST @® R K boards can be supplied with store 


identification in 


i we A x K W i T H sculptured logos. 


Prices start at 
$9.00 per foot. 


NEW WINDOW These prices 


include measuring on 


F R A wi EK «& RB VY the site. As many as twenty 


windows can be installed in as little 


KR L & a, as two days. We have supplied window 
& frames for: Gimbels Pittsburgh, David's, 


Illustrated above is our Design V-10. 


Carson’s, Shepard’s, Bamberger’s, Ohrbach’s, 
Horne’s, Macy’s, Oppenheim Collins, Abraham & Straus, 
G. Fox, Browning King, Jordan Marsh, Cleland Simpson, 
Woodward & Lothrop, Edwards-Syracuse, The Dayton Co., 
Weber & Heilbroner, Rich’s-Atlanta, S. W. Anderson Co., 
Hochschild-Kohn, Ellis Stone. 


BLISS DISPLAY CORPORATION 
37-21 32nd Street, Long Island City 1, N. Y. 
Phone: EXeter 2-3890 





Plan Now “For 


Back to School and 
Fall Promotions 





School days will soon be here and it is 
none too early to plan window displays 
and department identification. Here are 
a group of properties that tell the “‘school”’ 
story. 


Plan, too, for Fall combining soft sheet 
flexible art panels for background treat- 
ment with the beauty and elegance of 
dimensional autumn leaves, fabricated in 
vacuum-formed plastic. 


No. 5853 Autumn Leaves. Autumn's beautiful col- 
orings, beautifully reproduced by swishes of orange, 
red and white tones against transparent plastic 
background. Gracefully contoured and formed, these 
leaves provide a dramatic way in which to present 
new fall fashions and accessories using clusters 
with light; brilliant in effect . . differentin size.... 
smart... new. They can last for several seasons. 
Size: 21" x 17". Price... .$4.25 each; $42.50 per dozen. 


No. 5850 School Desk. An ex- 
act replica of the familiar 
wrought iron desk used in 
schools everywhere. Created of 
sturdy, easy to use, vacuum- 
formed plastic. Use singly or in 
rows, create a classroom in your 
window; use on ledges in the 
department. Size: 30” high, 26° 
wide, 1” deep. Comes in white, 
you can finish to other color if 
desired. Price $9.75 each; 
$97.50 per dozen. 





No. 8870 Chrysanthemum Co- 

mura Art Panel. 24” wide by 5854 Picket Fence. Small, White. Sold in sections of 11” high x 36” long. 
96” high. Elegantly silk-screened $4.50 each; $45.00 dozen. 

in soft sheets and tones in six 

oil colors and half tones. Perfect 5855 Picket Fence. Large, White. Soild in sections of 32” high x 36” long. 
for early Fall fashion settings as $9.25 each; $92.50 per dozen. 

backgrounds, post trims, etc. 

Price....$6.95 each; $69.50 per 

dozen. 


No. 5852 Off to School. This set of 3 figures, the boy and girl, dog, too, 
delightfully sculptured in vacuum-formed plastic, self-standing, tells the 


back-to-school story in a most whimsical manner. In full color, boy and girl a j : 
average 18” high, 16” wide, 1” deep. Set of 3..$17.50 each; $175.00 per dozen. ieee Write on your letterhead for Catalogue 


No. 5851 Schoolhouse. The little red schoolhouse in full color and deep ie ; = M . My 3 W. L. STE NSG & AF D 


dimension of sturdy, vacuum-formed plastic. Good for many a term. It will 
ring the bell for all age groups. Size: 34” high, 25” wide, 1%” deep. Price.... ; AND ASSOCIATES INC. 
$13.75 each; $137.50 per dozen. 1931 - 196) 346 N. Justine Street - Chicago 7, Iii. 
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SECOND CLASS POSTAGE PAID AT CINCINNATI, OHIO 


THE COVER 


Displays similar to those shown on our 
cover were seen in the windows of Sears, 
Roebuck & Co. stores throughout the 
country during the Easter season. These 
were among several recommended by 
Sears' headquarters in Chicago. Findley 
Williams is visual display director. Sears 
is celebrating its 75th anniversary this 
year. 


* 
OUR NEXT ISSUE 


Diversification will be the keynote in 
the extensive editorial coverage included 
in the June issue, our special Christmas 
Market Week Issue. Of course, a feature 
will tell you what to expect at the Chi- 
cago show and will list the exhibitors. 
Also in this largest annual issue will be 
the interior story of a new apparel store 
in Mexico City, shoe displays from Lon- 
don and an article on display in New 
Zealand. All this and much more in the 
June issue ... in the mails May 20... 
and distributed free at Market Week. 


a 
SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U.S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


w 
EXECUTIVE STAFF 


H. C. Menefee, President 

Nathan Siiverblatt, Manager 

Poul T. Knapp, Editor 

R. James Shriver, Advertising Manager 
H. Glenn Reed, Circulation Manager 
Richard Link, Production Manager 


a 
Eastern Office 
Homer Guck, 156 Fifth Ave., New York 
10, N. Y. Phone CHelsea 2-3714. 
Western Office 


Joseph Mervish, 6716 Gentry Ave., North 
Hollywood, Calif. Phone TRiangle 7-7556, 


we 
Member 
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National 
Association of 
Display Industries 


Ab? 


Associated 
Bureau of Business 
Circulation Publications, Inc. 


Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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Marvy Brosnan’s Bo, 
wear their hair JF K-style, and | 
Marv Brosnan’s Girls are the most graceful 


vated creatures tnat ever modele 


i LOh, Meee) ae 16 Salers la. ele) Ge fel, lehiiel, } 


‘from 250 different-mannequl! 


i-i] . by 
ddiers, boys and girl 


through age 12 





STORE PLANNERS 
PLEASE NOTE: 
Surveys 

of new Suburbans 
reveal that 
Children’s 
Departments 
are the 

first 

to require 
increased 

space. 
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Make Your Plans 
EARLY 


and 


FFFECTIVE 


for 


CHRISTMAS 
DISPLAY 
BUSINESS 


through the Advertising 
Pages of 


our new petite juniors WORLD’ 
S 


and young executives Market Week Special 
_see them at our new york | JUNE ISSUE 
showrooms at Il west 42nd street, 
salmon tower building, Out May 20 
onto LOG Closing Date May 1 





~-YOuU are always welcome. 
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Now! LINCK’S 
SPRAYABLE GLITTER 


For Industrial and Professional Use .. . 


Ready-to-use solution applies 
with Spray Gun—12 Colors 


Glamorize Displays, Posters, Artificial flowers, costumes, theatrical 
scenery, playroom walls, etc. with LINCK'S Sprayable Glitter. 
Hundreds of applications. It's easy to use — no spilling, no 
messy clean-up. Apply it to any surface, with a standard 
spray gun. 

For your convenience, our chemists have formulated a suspen- 
sion of Glitter with Resin Binder. The Glitter, based on pure 
aluminum, comes in 2 popular sizes, Micro (.15 square cut) and 
Large (3.5 square cut). The solution sprays readily, dries quickly. 
Adheres to wood, metal, glass — practically any surface. 
Resists settling. 


0. E. LINCK CO., INC. Clifton, New Jersey 
DISPLAY SUPPLY DISTRIBUTORS SOLICITED 





ONE EASY STEP 


There's no need to brush on adhesives, 
then apply loose Glitter, then clean up 
the mess. LINCK’S Sprayable Glitter 
does it all for you in one easy step — 
without the mess! 


You'll find many uses for this unique pre- 
mixed solution. It's available in 12 
beautiful colors. Supplies are limited, 
so we're filling orders on a first-come, 
first served basis. Order promptly or 
write today for further information. 


MICRO: Quart $3.00 Gallon $9.00 
LARGE: Quart $2.50 Gallon $8.00 


Decorative lanterns in paper and silk mesh — 
plain white and colors. 


lilustrated is but a meager representative group 


of our extensive display lines! 


We have featherweight rattan forms, 


RF8223 Lamp Post & Lontern 

35” x 70" H 
RF4083-L Planter with liner 

26" x 13% x 15° HH... 2800 
RF4083-S Planter with liner 

ao" 2 it” 62 13° HR... 
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tables, chairs at wholesale prices to you. 








CLASSIFICATIONS 


|. Women's 


a 
wresses 


a " ' - 
2. Women's Blouses, Sweat 


Sportswe 


Women's Coats 


1 The (61 International 
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DISPLAY WORLD's 13th International 
Display Contest is now underway. Its 
210 awards in 65 merchandise and serv- 
ice categories will continue to provide 
an incentive to still better display 
throughout the world and to reward 
outstanding displaymen with tangible 
evidence of their ability. This recogni- 
tion of meritorious work will benefit the 
entire profession, and DISPLAY 
WORLD views it as one of our 
obligations to the field we serve. 


All displaymen are invited to partici- 
pate. There are no restrictions. Top 
awards are beautiful gold, silver and 
bronze plaques, and there are gold, sil- 
ver and bronze medals presented in each 
category. In addition, a gold medal is 
awarded each month for the best dis- 
play entered in the contest during that 
month. 


No strings are attached! No entry blanks! No slogan- 
writing! Nothing is required but good displays. Read 
the rules carefully and get your entries started today 
... and keep them coming. The more entries submitted, 
the better your chances for international recognition. 


41 o> 





. Any displayman in the world may enter this con- 
test; it is mot necessary to be a subscriber to 
DISPLAY WORLD. 


than December 31, 1961. Entries received after this 
date will be entered automatically in the 1962 
contest. 
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Mail Your Entries to Contest Editor 


. All entries must be of displays installed during 


the year 1961, except those 1960 displays received 
after the December 31, 1960, deadline. 


. Entry is by means of one or more unmounted 


black-and-white glossy photographs, preferably 8 
x 10 inches in size. As many entries may be made 
as desired. No entries will be returned. 


. Each photograph must be clearly marked on the 


back with the name of the entrant, store, city, and 
contest classification: Example: “John Jones, Dex- 
ter & Sons, Kansas City, Mo. Classification No. 46.” 


. All entries become the property of DISPLAY 


WORLD 


. All entries must be sent to Contest Editor, DISPLAY 


WORLD, Cincinnati 1. 


. Entries may be submitted at any time. All entries 


received during a given month will be judged for 
the monthly gold medal award for the “Display of 
the Month.” All entries must be received not later 





. The entry judged best in its classification will re- 


ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and 
a bronze medal. The entrant who receives the 
greatest number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a silver plaque; the third greatest total number of 
points, a bronze plaque. 


. Each photograph entered will be eligible for only 


one classification. 


. Judging for the annual awards will be done by an 


outstanding board of well-known display authori- 
ties. Their decisions will be final 


. Judging for the monthly “Display of the Month” 


gold medal award will be done by the editorial 
— of DISPLAY WORLD. Their decision will be 
nal. 


. In case of a tie, duplicate awards will be made. 


DISPLAY WORLD 


[The Internationa! Display Authority! 


CINCINNATI 1, OHIO 


DISPLAY WORLD 
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One of the healthiest situations leading to an improvement in the 
level of display throughout the country is the rapid improvement in 
display of the leading variety chains. Of course, this level is still 
generally below that of their department and specialty store neighbors, 
but this cannot be accepted as indicative of the future. 


Displaymen are being hired away from department stores by local 
variety stores. Usually they are the younger, but nevertheless trained, 
apprentices and trimmers, due largely to the inability of the variety 
outlets to pay higher salaries on a local level. Most of these chains 
direct a majority of display activities from their national or district 
offices. There is a noticeable trend to allow the local displayman more 
freedom of display design and content as well as local purchase of basic 
materials to supplement those provided by the higher headquarters. 


Supporting a new emphasis on men's, women's and children's 
ready to wear is the announcement by the New York City main office of 
the J. J. Newberry Co. that plans anticipate a 25 to 50 per cent in- 
crease in fashion merchandise volume this year. This business will 
comprise 40 per cent of the company's total sales by the end of the year 
as compared with 50 per cent currently, the store spokesman revealed. 


A Woolworth Co. store in Little Rock has increased its window 
display space for this same apparel to half of the store's 47 feet of 
linear window space; this is double what it was before. 


In order for the department stores and specialty shops to maintain 
the display supremacy they now enjoy, some changes will be made. This 
healthy display competition to be generated along the sidewalks of our 
downtowns and shopping centers will elevate the salaries of top display 
personnel as well as departmental employees and initiate the inevitable 
higher display budgets that come with competition. This should make 
everyone, including the display industry, happy; so such improvement 
should be encouraged and stimulated. 


Importance of trade shows to the sale of capital and consumer 
goods abroad is immediately evident to the large number of Americans 
who have attended such shows throughout Europe in recent years. If you 
have not been fortunate as some displaymen in having visited several 
of the outstanding fairs and seen to what end the foreign firms go to 
display their products, you are not completely out of luck. Two such 
trade fairs may be within traveling distance for you. On May 3-15, the 
Fifth U.S. World Trade Fair will be held at the New York Coliseum; the 
1961 Chicago International Trade Fair will be held at the new exposition 
center, McCormick Place, from July 25 through August 10. 


This past month we received the annual renewal from the store we 
believe to be our oldest continuous subscriber. The store is H. Leh 
& Co., Allentown, Pa., a subscriber to the old Merchant's Record and 
Show Window, forerunner to DISPLAY WORLD, since 1902. 


Considering that merchants anticipate that last year's $900 mil- 
lion worth of Father's Day retail sales will be extended to the billion 
dollar figure this year, according to the (Please turn to page 58) 








New Duo-White—5-ply + Both sides 


WH FE Nj YO i white + 3,” thick, only 8% oz. per sq. ft. 


Upson 1/10” Easy-Curve—Create 
columns « Curves « Abstract shapes « 
T 4 j N 4 Strong and flexible + Rolls down to 6” 
columns « One surface pebbled, one smooth. 
DB ‘ a, fy i AV . Upson 346”—Surface-sized for easy 
finishing « Two surfaces: pebbled and smooth. 
Strong-Bilt—%%” + Variety of sizes 
T a : 4 K including 8’ x 24’ panels on special order. 


§. Upson %4”—All-purpose fibreboard. 
U 0 SON 6. Upson Super-Bilt %”—Two smooth surfaces. 


The display world of UPSON holds many designers’ secrets. Variety and versatility . . . low 
cost and workability . . . all reveal reasons why UPSON products are a mainstay of display 
art. Rigid or flexible . . . strong and light . . . takes all media well and available in a variety of 
sizes. UPSON fibreboard offers specific materials for specific display applications. Discover the 
secret of successful displays with UPSON! ; 
Upson interior and display board products are backed by national advertising in leading display magazines. 
THE UPSON COMPANY, 751 Upson Point, Lockport, New York. 


Please send me the new self-explanatory 


7 f—2 y coma _ sample kit that contains various types 


of versatile and economic Upson 
Display Board. 





NAME 





COMPANY 
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—Above, Wanamaker's window display, circa 


This world-famous department store serves as a 
constant reminder that a successful merchant must 


provide mote’ than just a sheltered market ‘place 

. Cultural and civic influence; examples of good 
taste, visual and oral excitement and entertain- 
ment — all are part of the retailers’ role today 
as it has been for years at this Philadelphia store 


Mee me at the eagle in Wana- 


maker’s” comnotes not only a pleasant place to 
wait for your friends im Philadelphia but 
also a vantage point to yiew some of the 
most unique interior displays ever devised 
by a department ‘Store. 

This report on Wanamaker’s display policies 
and techniques is especially appropriate be- 
cause the store is observing its 100th anni- 
versary year. It has long been noted for both 
its inside and,outside displays. A recent spec- 
tacular “It’s Spring Again,” done im coopera- 
tion with Reylon, attracted top attention. 

Wanamaker’s is more fortunate than most 
stores in its physical construction for interior 
displays. Its Grand Court, where the famous 
eagle is situated, has an open area seven 
stories high amd the floor space can _.accOtn- 
modate as many as 13,000 people at one time. 
It is. from this same section that visitors 
listen to the Wanamaker organ recitals. 

The Revion display in the Grand Mog 2 
featured garlands of artificial flowers, 
feet long, Camepying ‘the “area, a_ golden sa 


10 


Cage suspended from the center, a fountain 
scenting the aréa with fragrances by Revlon 
and mannequins depicting great beauties of 
history. 

The Revlon beauties, depicted life-size, sit 
in papier-mache reproduction of vehicles as- 
sociated with them. These floats were installed 
ou display ledges surrounding the Grand Court. 

There’s, Cleopatra in a barge and Helen of 
Troy in a chariot. Venetian charmer Caterina 
Cormarovappears in a gondola and Madame 
Pompadour im a sedan chair. Nell Gwyn is de- 
picted in ‘a foyal coach, Catherine the Great 
in a sléigttand Empress Josephine in a swan 
boat. Dilljafi Russell has an early automobile 
for suitable atmosphere. 

The entire display was tied in with a series 
of romantic spring fashion presentations from 
some of Wanathaker’s more exclusive de- 
partments, such as the Tribout Shop, Ritten- 
house Shop, Sportswear and Furs, 

One of the highlights of the presentations 


‘was the appearance of peor wage Britton, Rev- 
Ed 5: 


window of today— 


E a\”> 


a 
— 


fashion show. 

The giant garlands, swagged to the walls of 
the Grand Court, were in soft yellow and 
green, adding a real spring-like touch to the 
whole area. The display gave a special lift to 
thousands of Philadelphians who had just 
experienced some of the worst winter weather 
in the city’s history. 

The suspended bird cage was 20 feet in dia- 
meter, with artificial birds made of papier- 
mache and feathers, constantly in motion. The 
display also included smaller cages with live 
birds. 

A Revlon merchandising counter, restrained 
and in good taste, tied in with the Court of 
Beauties display. All exhibits, however, are 
not always connected with promotional efforts. 
Many are seasonal or topical in nature. 

One that is traditional is the Easter display 
which has generally remained the same 
throughout the years because of public demand. 

The Wanamaker Easter display in the 
Grand Court includes the exhibition on the 
north and south walls of two framed religious 
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—At Eastertime, the two world famous paintings by Michael de 
Munkacsy are displayed in the Grand Court . . . Shown inspecting one 
of the floral spring ledge decorations, left to right, are: Richardson 
Dilsworth, mayor of Philadelphia, and Richard C. Bond, president of 
Wanamaker's . . . Behind them can be seen one of the paintings— 


—The Grand Court of 
Wanamaker’s, with ca- 
pacity of 13,000 per- 
sons, is crowded for 
one of the four daily 
performances of per- 
forming fountains that 
accompany specially 
recorded Christmas 
music .. . Overlooking 
the opposite end of 
the Court is the fa- 
cade of a cathedral 
enclosing a Nativity 
scene, left— 


paintings by Michael de Munkacsy. The pair, 
valued at a half a million dollars, originally 
hung in the home of the founder, John Wana- 
maker. 

The canvasses, 23 feet by 14 feet, are titled —At right center is the 
“Christ on Calvary” and “Christ Before ledge scene showing 
Pilate.” John Wanamaker acquired them in Helen hoes “eC of ee 
1887 and 1888. When he exhibited them in a ee ee 
churches throughout the United States a mil- promotion . = Garlands 
lion persons flocked to view them; a million of artificial flowers 100 
more had to be turned away. Other millions feet long are draped 
have seen them throughout the years in Wana- from the center of the 
maker’s Grand Court. Many visitors come Grand Court ceiling dur- 
year after year just to see the famous paint- ig the same event... 
ings. Hanging in the center is 

Significantly, they are hung facing each pin, ~ Pace eg iat 
other because, as one store official said, these containing artificial birds 
masterpieces are “as inseparable ascauseand  ¢ well as smaller cages 
effect.” The pictures are so inspiring that the — containing live birds— 
Wanamaker display executives are very care- 
ful not to detract from the spiritual effect of 
the masterpieces. Soft green, velvet drapes 
are used as backgrounds. The ledges in the 

(Please turn to page 60) 
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~ or. t I hree Tue display program for The Phoenix 


Hosiery Company is geared to offering 
ideas adaptable to a wide range of in- 
dividual retail situations and display 


* » 
areas. Working in close collaboration 
O S | e r | S a with Miss Helen Sisson, stylist and fashion 
director for Phoenix, | have attempted to 
maintain an ever new and exciting look 
for the displays, while at the same time 


By KENT BEDIENT incorporating salability. 
Display Consultant Two collections of such displays, "Hos- 
Phoenix Hosiery Company iery Display, Parts | and Il", were pub- 
New York City lished in the September and October, 
1960, issues of DISPLAY WORLD. Pre- 
sented here is another group of displays 
Last September and October we featured a two-part article from the past few seasons. Although 
on the fundamentals of hosiery display. It was so well some of these examples were done for 


received that we invited Mr. Bedient to continue the series oe dente ee —— 
from time to time. Here is a photographic lesson in timely dividual store needs. With each photo 


displays for Mother's Day and other special occasions. is a brief list of elements utilized. 





7 Mother's Day, Traditional o2 Mother's Day, Geometric 


@ Gift-boxed hosiery Floral gift wrap 


White painted wall Seamless paper 
Stretched net scrim 


Nosegays, multicolor flowers 
Satin walls and floor 
Crystal pitcher Three part hosiery drape 
Carnations and fern 4 . 
Gold oval frames Adapted from National Ad, 
Vogue, February, 196! 
F Mother's Day, Oriental ° 


Gift wrap, apple blossom motif 
Shoji screens with rice paper 


Floral print wallpaper 
Natural wood flooring 


White moirre bengaline 

@ Phoenix hosiery boxes 

@ Leg form with shoe 

@ Stocking drape, entire color line 
e 


Pale aqua ninon drapes Copy from national ad 


Simple vase with apple blossoms 


Soft stocking drape 6 Draped Full Scale Figure 


. , : @ White felt background 
) Conversation Piece Harem Skirt @ Draped hosiery showing entire color line 


e Muslin foundation (draped hosiery was sewn directly to felt for 
e Elastic traveling purposes, though could be stapled 


, to a wall or panel) 
@ Draped hosiery showing entire color line P 


§ Etchings Introduction 


White seamless paper 
@ Mannequin legs, sawed to shadow box height Framed enlargement of etching 
Ruscus hedge Framed copy panel 
Grass and daisies Etchings box 


: Leg forms 
Marble chips Siadilae drape 


Scatter flowers 


7 Seamless Promotion 


Pigeons 
Satin ribbon copy streamer 


Blue seamless paper 70 Gazebo for Lobby Area 
9 Stocking/Shoe Coordination e Circular garden table Satin ribbon bow 
@ Curved plywood shapes, with copy streamers 


e Felt covered boards ceiling and floor pieces Garden implements 
Shoes and leather swatches en ee dowel pole Adiantum fern 
arble chips Rubber statue 
Stretched stockings Flower basket Stocking drape 
é, Flowers made from Stocking box 
Copy stockings, promotional 
Scatter flowers colors 


Color name cards 
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©; ALL things, snow flurries during the Easter pa- 
rade! New Yorkers took it in their usual undaunted stride, 
however, and Fifth avenue displays had one of the most 
appreciative audiences of the year. Many a shopping 
eye was captured on St. Patrick's Day, too . . . For 
displaymen contemplating summertime tie-ins with hap- 
penings in Europe, a handy guide is the European Travel 
Commission's "Major Events" calendar for May through 
September. Free copies are available by writing ETC 
at Box 2866-Z, New York City 17. 


Snow flurries fail to discourage 


Easter shoppers on, the . .. 


; ~ + & 
_ 


OHRBACH'S (above) 
Andy Hvorslev 


“Looking forward to Summer? So is Ohrbach’s with fresh 
colorful cottons for girls.” To dramatize the colors — dubbed 
Bachelor Buttons, Aster, Sweet Sultan and Petunia — 
simulated window shades in these shades were suspended 
against a black back wall. The floor was covered in pink 
and white check gingham. Accessories were arranged in the 
foreground. 
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BONWIT TELLER (right) 


Gene Moore 


Gene Moore used an inexpensive and highly effective approach 
to showing “Bonwit’s decisive, incisive, priceless Import Impres- 
sions for Miss Bonwit.” Two sheets of pale-blue tissue paper were 
hung over horizontal wires to set off “Paris” and “Roma” in 12-inch- 
high black letters. The back wall was washed with blue spots set 
in a trough at the rear. The mannequin at the left was wearing a 
black suit, white blouse and a white hat with black coin dots: 
“Belenciago ... Miss Bonwit’s Adaptation . . . $100.” At the right, 
the navy blue suit and burnt straw hat were described as “Mon- 
sieur X ... Miss Bonwit’s Adaptation . . . $79.95.” 


B. ALTMAN (lower left, opposite page} 
Anton Heller 


Here’s a superb example of taking a simple prop — the familiar 
popcorn bag and transforming it into an ingenious way of making 
the suggestion, “Juniors, let the cardigan coat cover spring with 
colorful, collarless dash.” Yellow gold and grey popcorn bags, some 
in solids, other in stripes, were painted on the white panels, with 
the real popped article applied at the tops of some. Popcorn was 
also spilling out of the white bag by the window card and out of 
those held by the mannequins — one sporting a white coat and 
pink hat, the other a yellow coat and an orange straw bonnet. 


By RAYMOND MASSEY 


OPPENHEIM COLLINS (lower right, opposite page) 
Wilmer Weiss 


To persuade Easter-minded shoppers to “Let Spring go 
to your head!” a la Oppenheim Collins, a pair of panels with 
black-and-white blowups of engravings appropriate to the 
season served as an entrance to the store’s millinery selec- 
tion. White was everywhere — the hats (a few with red 
trim), the wire millinery stands, the hat boxes (trimmed 
in gold) and the flake-covered floor. The mannequin, very 
proud of her purchase, was in black. The valance and panels 
were of a grey silk fabric. 


FRANKLIN SIMON (right) 
Wilmer Weiss 


“Darling, a hat is perfume you can see and it has the 
very same effect!” ran the copy for this Weiss approach 
to visual merchandising. Growing ferns, moss and ivy set 
the scene for off-white bust, natural straw trimmed with 
black velvet. The floor was covered with grey-gold paper, 
while the folding panel background and pedestal were covered 
with mauve brocade paper. To carry through the perfume 
motif, bottles of Replique were grouped in the foreground. 
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Dad's a Giant... 


e Father is so tall that his sons must use 
a ladder to offer him suitable gifts. 


e A gigantic leg with shoe cut out of 
composition board represents father. 


@ Ladders are made from wooden dowels. 











For the Dad Who Smokes... 


e Two gigantic fathers’ heads cut from com- 
position board or plywood are covered with 
a decorative paper and smoking items are 
attached to the heads with tacks or glue. 





@ Use the platform on the pipe bowl also as 
displayer. 


+ 4 


e You might even have the cigarette’s lighted 
end flash intermittently. 
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For the Dad Who Shaves... 


e Here’s a way to make shaving 
accessories seem the ideal gift 
for Father. 
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On a panel along the back wall 
line up sketches or photo blow- 
ups of various shape and com- 
position faces of smiling men. 


Tables of varying heights display 
men’s shaving accessories below 
the panel. 








Father — the Man of Action... 


@ A huge comical man’s face rotates or rocks 
on the back wall. 


e Men’s clothing or any type of men’s furnish- 
ings or gift items can be arranged in front. 











A Subtle Hint... 


e@ The man suggested on the back wall is reading a 
newspaper on which is inscribed “Father's Day” 
and the date. 


Above the paper are suspended simulated smoke 
rings made from cotton or spun glass and sprayed 
a smoky color. 


@ Gift items are displayed on steps leading down to 
front of window. 


An Idea Realized .. . 


“Good appetite” says the slogan to the 
jovial people seated around the table at 
center (photo blowup). Chinaware sets 
are featured on shelves of displayers 
covered with rough unbleached material. 
Bunches of small flowers duplicate the 
patterns in each set. Sky blue and ultra- 
marine predominate. Display was for 
Bon Marche department store in Paris. 























How to Get A-Head 


Take a narrow-necked 
bottle and glue paper 
cutouts as indicated to 
form the head of the 
family. 


Place the neck of the 
bottle over a nail driven 
partially into the floor 
or where ever you need 
him. 


You might even adapt 
the bottle-people as mil- 
linery or men’s hat dis- 
players. 

















antplot Comes To Chicago 


WIEBOLDT'S (above) 


Carl James 


A shadowbox effect was achieved in a series of four black-and- 
white windows by angling panels at either side from the glass to 
grilled panels at the rear. This focused attention on a translucent 
silk-screened panel, lighted from behind and on merchandise dis- 
played just in front of it. Plastic grillwork was mounted on two 
of the panels, which were made outside the store to the specifica- 
tions of Mr. James, who usually designs all Wieboldt’s windows. 
Simple props are usually made in the display workshop while 
more elaborate ones are generally purchased or made to order. 
This series had very satisfactory results. 


MARSHALL FIELD (right) 
Virginia Paxson and Staff 


This window, called “Going away on a wedding day — with a 
bright touch,” used the light touch in displaying women’s travel 
wear. A composition board cutout of a balloon and carrier filled 
the background. Straw-cloth covered the basket. Sheets of apart- 
ment rental ads formed the balloon’s skin. Ballast bags, pennants, 
net and guy lines completed the aircraft. Bride and groom man- 
nequins, with their luggage, were ready to embark while another 
mannequin stood nearby. Colors were pink, blue and white. 
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By RICHARD and LOIS DAY 


Conicaco stores are beginning to work the Broadway 
musical, "Camelot," into their displays. Carson's used 
a six-window millinery extravaganza based on song titles 
from "Camelot." Goldblatt's, without actually mentioning 
the musical, came close to it in a setting of medieval gal- 
lantry. Stevens promoted a collection of American de- 
signer fashions with the help of a huge golden eagle. 
Wieboldt's used side panels, which are becoming quite 
popular, to help create a shadowbox effect. Field's pro- 
moted women's travel wear in a striking window depicting a 
most unusual way of traveling. Gilmore's combined a trans- 
parent setting with discreet back and front lighting to 
promote resort fashions. 


DISPLAY WORLD 











CHAS. A. STEVENS (top) 
Harry Jupp 


Three front windows were linked by a series “Stevens Opens 
its Americana Collection,” promoting the work of United States 
designers. The window pictured featured a red suit and white 
hats while the center window had two white suits. The third 
window displayed blue suits. Side panels focused attention on 
each display. Across the back, swags of red, white and blue ribbon 
looped from a large gold eagle (made of rubber on wood) to 
gold poles between the windows. A red velvet easel at the front 
held photos and trade labels of domestic designers. Similar dis- 
plays were set up in departments selling the merchandise. Re- 
sponse was very good, Mr. Jupp reported, with department buyers 
surpassing their estimated sales for the display’s duration. Later, 
displays were moved to back windows. Point-of-purchase dis- 
play, tying in with window and interior display, currently has 
been very successful for Stevens. 


GOLDBLATT BROTHERS (bottom) 
Jack Boghosse 


Five colorful windows, such as the one pictured, promoted 
seasonal gift suggestions with medieval gallantry and modern 
merchandising. A bright drapery, hung on rings from a brass pole 
across the top of the window, was the same material and colors 
as the serenaders’ costumes. Display step-ups, made in the store 
held lingerie, as shown. Other displays held slippers, blouses, 
cosmetics and accessories. Red satin hearts and gift packages 
echoed the sign’s practical sentiment, “A Valentine Serenade is 
enchanting but your Faire Layde longs for a gift she can wear!” 
“Favorable comments and good sales were the results,’ said Mr. 
Boghosse. 
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CARSON, PIRIE, SCOTT (top) 
Clement Bradley 


The musical “Camelot” inspired Window Display Manager Bill 
Babcock to do a series of six windows based on the colors of its 
settings and costumes. Millinery, shoes and accessories were dis- 
played on tiers of composition board with poster board cutout 
designs applied. Window titles, lettered on parchment scrolls were 
variations of the show’s song titles. Figures, helmet and hats 
in the window pictured were rose color; drapery panels, lavender, 
and tiers, blue. Designer millinery was shown first for one and a 
half weeks and then replaced with volume millinery for one and a 
half weeks. 


WM. Y. GILMORE (bottom) 
Ted Lees 


A transparent trellis was the background for a resort wear dis- 
play. Lighted from the rear by lights placed in a cornice across 
the floor, the plastic trellis appeared to be alive with light. Oranges 
and other tropical-looking plants grew diagonally up it. A lifesize 
wicker flamingo gazed up at the four-globed floorlamp. The lamp 
cast additional catchlights onto the trellis. Two mannequins dis- 
played variations of the fashions. Accessories were displayed on an 
all-glass table in the center that added to the transparency of 
the setting. 
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Whitehouse & Hardy é 


New York Cty gf That Fresh Cottey 


M IX A GENEROUS amount of merchan- 
dising understanding, versatility, imagina- 
tion, rigging and forming skill together and 
you will arrive at the scarce professional 
qualities that make up Al Coffey, display 
director of Whitehouse & Hardy, New York 
City. Add Al Coffey to an abundant supply 
of quality men's wear and you will end up 
with the style of display for which this Fifth 
avenue store (plus other outlets)is well known. 


(top) 


SALE DISPLAY 
WITH PUNCH 

Someone with imagination decided that 
Summer Stock is associated with a farm, and 
thus many stockyard items were used as 
props. The milkcan at left, pump, ladder, 
wagon wheel and lantern were all used both 
to add interest and as shelves to emphasize 
the sale items. A noteworthy point is the 
way the merchandise is pyramided with the 
apex in the center and toward the rear. An 
excellent way to make maximum use of a 
deep window. Card copy: SUMMER 
STOCK Sale. 


(center } 


BRINGING A GLINT 
TO A SAILOR'S EYE 

All the ingredients to attract the boat- 
man and would-be boatman! Boat in back- 
ground is used as displayer for a variety of 
furnishings, as is boardwalk across front of 
window. Flags, nets and nautical ropes all 
combine to add to the boating mood. Floor 
is covered with a blue fabric. Card Copy: 
Down to the sea in style with Whitehouse 


& Hardy. 


( bottom ) 


MODERN MURALS 
HOLD VIEWER'S EYE 

A collection of modern paintings which 
will hold the viewer for a longer period of 
time is given a lot of space as the depth of 
the window has been expanded to a chained 
off section inside the store. A number of 
two and three button suit styles, including 
continental and conventional styling, are 
displayed in front of the paintings with 
furnishings spread across the floor at the 
front of the window. Floor and low tables 
are covered with a pale blue fabric. 


DISPLAY WORLD 





lavo r —Photos supplied by Retail Reporting Bureau, publishers of window and 
interior display reporting services, 10! Fifth avenue, New York City 3— 


— Al Coffey — 


(top) 


THREE SECTIONED DISPLAY 
WITH THREE FOCAL POINTS 


Wood framed chairs provide focal points 





for each of these three complete-in-them- 
selves displays. Forms about each chair dis- 
play a variety of sportswear with additional 
merchandise placed on and around the dis- 
players. Ample floor space separates each 


section. 


(center) 


EYES CENTER! 

All eyes are brought to the center of this 
window, with the main figure on a platform 
and emphasized by panels. Next to this is a 
large sculptured figure with fabrics draped 
on the raised arm. Other merchandise is 
spread about the centerpiece forming a pyra- 
mid effect. Card Copy: Whitehouse & 
Hardy’s forest of fashion—Woodland Tones. 





(bottom ) 


COLOR PHOTOGRAPHS 
ADD REALISM 


Large color photos of tailor’s hands at 
work add punch to the “expert tailor” theme. 
Massive breakfront, centered on wood pan- 
elled wall, is an excellent displayer for a 
variety of furnishings. Other furnishings 
are grouped about the suit forms and on 
shelves along wall. Card Copy: Know your 
tailor! Wear Walter-Morton clothes. <A 
man of long experience, proven skill, and 
love of his craft, tailors your Walter Morton 
Suit. 


MAY, 1961 





SOMMER & KAUFMANN, SAN FRANCISCO (left) 
Sollie White 


The unexpected with chicness and sophistication in shoe compositions can 
always be expected from Mrs. White. Here a slick black and white checkered 
board floor and wall created the desired neatness to uniquely present a black 
shoe and handbag promotion. Exquisitely sculptured gold hands in different 
positions elegantly presented many of the fashions all over the checkered 


design creating a whimsical, yet so formal motif. 
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| HE inkling that the baseball season is almost upon us, resortwear 
blossoming into focus, cool designs and fabrics in bright color 


fashion entering many scenes, comfortable foundations, especially 


ES gg oromme gees 


appreciated in summer, are attracting more attention and an array 
of other physical hints of the coming of summer with its many ex- 


citements can be found in displays throughout the stores. 


Hints of Summer 


in San Francisco 


RANSOHOFF's, SAN FRANCISCO (right 
Milton Keller 

Suits in pale tweed featured the new spring fashions here. All designer’s 
label costumes were offset by a floral decor. Huge blocks and other freeform 
shapes were covered with a rose printed fabric. This allowed for an expansion 
of the floral motif and permitted its utilization as a pedestal for a vase filled 
with foliage and topped with rose heads in the same color and shapes as those 
in the printed fabric. These chic suits lent themselves well for the new mil- 
linery, jewelry and small fur pieces with which they were accessorized. 


CITY OF PARIS, SAN FRANCISCO (lef) 
Elmer Diehl 


Twenty-two windows presented an array of resortwear in hot colors and a 
balmy atmosphere. Bamboo stalks with green shoots grouped before the fashion 
created the balmy feeling. Sea shells and other marinelife inter-mixed with 
accessories at the base continued this mood. The colorful clothing, mostly in 
tones of orange, yellow and red against an oyster white background and white 
felt floor sparkled with excitement without any detractions. 
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SEARS, ROEBUCK, SAN MATEO (right) 
Way Harper and David Williams 


Imagination mixed with talent produced an at- 
tractive and interesting window even when con- 
fronted with a low budget for the promotion, as 
was the case here. The unusual was obtained by 
hanging Priscilla curtains inside the window, re- 
placing the conventional drapes in the  back- 
ground of a room setting which is promoting furni- 
ture. Pongee seamless paper on the walls and a pale 
cream rug on the floor blended well with the warm 
cherry walnut finished furniture. A possible detrac- 
tion from the window opening was overcome by 
simulating a clothes closet with the application of 
shutters for the doors and a plywood board at the 
base for the drawer with brass pulls attached and 
finished in the tone of the wall. 


By DICK JACHIM 


MACY'S, SAN FRANCISCO (right) 


James Stewart 


Yellow coordinated frocks where glorified by 
giant flower portraits. These were placed at casual 
angles, and some of the cards were appliqued with 
a grouping of accessories. Yellow lights washed 
the scene creating an airy, summery feeling and 
enhancing the designs with a soft feminine appeal. 


EMPORIUM, SAN FRANCISCO (right) 
Bob Cain 


A profusion of red in many tones dramatically 
and spectacularly described the caption, “Play red 
on red.” Deep red walls and floor glorified the 
many tones of the costumes and accessories worn 
by the mannequins and strewn over the floor. A 
platform in the background held a huge wheel-of- 
chance and the aforesaid caption. Red scatter 
formed a border around the floor, as well as dif- 
ferent designs for added impact of the color and 
attractiveness. 
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| N MY TRAVELS around the country asa 
store planning consultant | meet many live- 
wire young displaymen and I take the liberty 
of offering this advise: Augment your display 
experience with a good working knowledge 
of store planning. 

It will increase your worth and value to 
management, which is the only way I per- 
sonally know of getting ahead in this fast 
moving retail business. 

Take a given department in your store and 
analyze it to see if it is producing the top 
dollar sales per square foot; you will soon find 
that the buyer and everyone involved will be 
willing to cooperate in giving you the neces- 
sary sales figures to work with. 


Modern Store 


Of course, all the large chains and depart- 
ment stores maintain store planning depart- 
ments where top men in the business are 
employed. 

However, I notice so many of the individ- 
ually owned small town department stores 
who could benefit by a remodeling job and 
I am sure that in so many cases their display 
manager knows this. 

The thing to do is get ideas and plans down 
on paper in accurate scale so that when the 
opportunity arises to present them to manage- 
ment, you will have the right kind of ammuni- 
tion to use. 

| searched through my files for a store that 
| designed last year and this drawing shows 
a reproduction of the initial fixture lay-out. 

In many cases, I do not go to the site, but 
work off building plans. To make this possible, 
we developed a code letter system so that the 
merchant can easily locate all the various 


features as they are mentioned in the write-up. 
It also makes it possible to ask and answer 
any number of questions through the mail by 
referring to each particular code. 

This store is located in a fast growing com- 
munity and the merchant requested that the 
fixture lay-out embody the maximum of cus- 
tomer self-selection. To accomplish this I 
located the (SU) service and cashier unit 
immediately adjacent to the main entrance. 

These counters (PRO) are used for the 
display of good seasonal items definitely in 
the impulse sales category and all the cus- 
tomers both entering and leaving will be 
exposed to them. 

A large inside-lighted plastic-faced CASH- 
IER sign is suspended over the unit secured 
to the ceiling to identify its location from all 
sections of the store. 

It is composed of a wrap counter and 
three (PRO) display counters; the one ad- 
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Planning 


jacent to the register being equipped with a 
lift up flap for ingress. 

It is good planning to make sure that 
all the fixtures throughout the store are 
as flexible as a set of children’s play blocks. 
This is especially true in a new store where 
it is necessary to make some departmental 
changes after a few months have elapsed. 

These (G) are all step up adjustable shelf 
units sized to the indicated 5 feet in length 
by 4 feet in width. Two of these units are 
butted together with two (PRO) units, one 
across each end. These are separate low 
bases complete with perforated hardboard 
end display panels. They can be used for 
special seasonal feature displays, and no 
matter where the customers walk they will 
be confronted by them. If the merchandise 
displayed on them is changed often, they 
will prove to be excellent silent salesmen. 
Note how they all face out on main cross 
aisles so they will attract maximum cus- 
tomer attention. 

This store will sell mostly sporting goods 
with a ladies’ sportwear section in the left 
hand corner. I selected it as I have found 
it is usually the hard lines departments in 
most stores that are more apt to need a 
remodeling job. 

Note the rear corner slope gun wall sec- 
tion with a long (GIC) gun _ inspection 
counter in front. All the guns are open dis- 
played on small rubber-covered hooks se- 
cured to the random width knotty pine slope. 

A fluorescent light strip is attached up 
over this area, complete with wood cut-out 
letters to identify this important gun de- 
partment, 

The shaded area on the (GIC) counter 
shows how it is covered with a length of 
carpet to protect the fine finish on all the 
guns as they are handed over to the cus- 
tomer for inspection. I recently saw a high- 
way store where all the guns were stacked 
vertically like cordwood which, in my opin- 
ion, is no way to display these “big ticket” 
items. The upper wall to the ceiling, over the 
light strip, will be used for photo blow-ups of 
seasonal hunting scenes to further dress up 
this section. 

I have just completed an illustrated bro- 
chure for the Remington Arms Company of 
tridgeport, Conn., that features this and 
many other gun displays and it will shortly 
be offered to all its dealers. 

Note the adjacent (H) hang rod gun wall 
units for hunting coats, jackets, etc. A line 
of camping equipment will also be featured 
on the low bases in this same area — a 
good example of displaying related mer- 
chandise together whenever possible. 

Fishing, tennis, golf, etc. goods are dis- 
played on the long length of side wall which 
is all faced with %-inch perforated hard 
board. Low bases are used, built in flexible 
8-foot sections, and metal slotted standards 
will be secured to the wall on 30-inch 
centers. They will enable any required num- 
ber of plywood shelves to be easily installed, 
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supported on heavy duty metal brackets. 

Note the (G) gondola immediately ad- 
jacent to the cashier unit; this will be loaded 
with seasonal items and specials at all times. 

The front windows have low bases in- 
stalled flush with the glass on which at- 
tractive trims of merchandise can be dis- 
played without blocking much vision into 
the store interior from the sidewalk. 

The compact sportswear department fea- 
tures wall hang-rod units (H) with smart 
modern design floor racks. They will have 
sj 2cial displays on them featured on a 
p! rwood shelf secured to the top of each 
ri ck. 

Adequate width aisles are a most import- 
ant feature in any store fixture plan and the 
ones indicated by the following code letters 
were carefully established: (A) (B) (C) (D) 
(EK) (F) and (H). 

Color can do so much for so little in a 
store or departmental interior, and the fol- 
lowing scheme is the combination I use for 
sporting goods; paint the perforated wall 
in back of Tennis, Golf, Archery in a 
beautiful shade of spring green with the 
upper wall over the light strip to the ceiling 
in a sunshine yellow. The wall section used 
for fishing equipment, in a sky blue with 
the upper wall area in a soft pastel green. 

Finish the knotty pine gun wall display in 
frosted white natural pine; this can be done 
by giving the pine boards a thin coat of 
flat white oil paint and then, while still wet, 
wiping it off with clean rags. This will leave 
a little of the white in the grain which can 
be sealed in with a thin coat of clear white 
shellac. 

All the floor (G) gondola units are spray 
painted in the new multicolor two-tone 
flecked finish in a combination of black and 
white. Most paint companies now brand this 
excellent finish. You can easily build up a 
heavy coat that will hide all the small im- 
perfections in the plywood. This finish can 
also be used for the (SU) counters with 
Formica or other plastic laminate being ap- 
plied to the tops. 

The right-hand side of the store faces a 
mall that will be beautifully landscaped with 
trees and shrubbery, as indicated. 

All the items in the store will be plainly 
priced so that customers can make their 
own selection without having to hunt up a 
sales person. Signs are to be installed read- 
ing: “SELECT THE ITEMS YOU NEED 
AND TAKE TO THE CASHIER; IF YOU 
NEED HELP, PLEASE ASK ANY 
SALESMAN.” 

During the past few years I have designed 
fixture plans for many hard line stores that 
have proved that self-selection is successful. 

In our next issue we plan to feature 
another example of this type of a hard line 
store lay-out that will cover paints, hard- 
ware, power and hand tools, and a full line 
of building materials. Yes, the great majority 
of these are now sold on a cash and carry 
(self-selection) basis. 
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Rego Park 
New York 


Interior Architects: 
Ketchum & Sharp, 
New York City 


Attractive, spacious and functional can 
best describe the interior of this mod- 
ern shopping center store . . . Economy 
has been achieved in both fixtures and 
decor, yet the result would please 
more than the merchant's pocketbook 





MEN'S CLOTHING: An air of privacy is obtained 
for the men's clothing department by separating it from 
other men's wear items with shelves and floor displayers. 
The shoe display at right is designed for self-service and 
the four slanted shelves show many styles. Ceiling high, 
white vertical poles add interest to the two-sided shelf 
arrangement. Merchandise may be inspected and selected 
from either the aisle or men's clothing department, encour- 
aging interdepartment selling. Mirrors are available to 
sportswear, shoe or clothing department. Wood paneling, 
above built-in clothing racks along the rear wall, holds the 
department designation and store insignia. 


BELTS AND UMBRELLAS: This section impresses 


approaching customers with the large variety of belts and 


umbrellas available. Five-tiered wall racks encourage 

customer selection. Mirrors above display adds depth to 

the store appearance and makes the department insignia 
stand out, 





—Photos courtesy Retail Reporting Bureau, 10! Fifth 
avenue, New York City, publishers of window and interior 
display reporting services— 


WOMEN'S SHOES: This large, pleasant department 
has chairs dispersed along front and back as well as lined 
up in rows down the center. Chairs are blue upholstered 
with white tubular frames. On either side are striking 
brass displayers in the shape of a bird cage. White 
shelves around the outside of the cage at an angle provide 
ideal viewing of shoe styles. The base of the cage also 
displays shoes. Particularly noteworthy are the shelves in 
the glasscase in the foreground. There are six separate 
and adjustable shelves on top, and six on bottom, each 
designed to show two pairs of shoes, with top shelves 
angled so customer doesn't have to bend to see the various 
styles. Rear wall has convex panels, painted pink, which 
stand out sharply against the black wall. Floor is carpeted. 
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BOYS' AND GIRLS' SHOES: Gaily decorated with glass and colorful drawings, 
this department puts children at ease. Bright green wall, spotted with white daisy floral 
plaques, is effective. The metal boxkite-like affair over the center of the section is 
decorated with flag-shaped panels painted in bright and varied colors. Different colored 
chairs are alternated, adding to the casual and friendly air. A ramp built across the front- 
center of the area permits the salesman to examine the shoe fit of the child with little 
trouble. Infants’ chairs are hung on the rear wall, making infants’ shoe fitting a quicker 
and easier process. 


BOUTIQUE: This delightful shop is right by the entrance, seen by all. The wall is 

gift wrapped with gold brocade paper, pink “ribbon” and "cord." The paper has silver 

and gold tones, the ribbon is made of wood slate and the cord is actually metal strips. 

Dainty glass shelves along the wall give the passerby a clear view of a large variety of 

merchandise, as do the metal framed glass counters. The wide aisle gives an excellent 
view as one approaches this department. 
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THE TOP SOURCE 
FOR BRIGHT 
NEW, DISPLAY 
LIGHTING! 


Whether you need additional lights 
to come from top, side or just 
about anywhere...LUSTRA 

has the bright ideas in lighting 
... like the versatile screw-in 
or twist-on SWIVELITES 

... LUSTRA COLORBEAMS... 
BEAMSPOTS...and more 

from a fabulous array of 
special purpose fixtures, 
lamps and accessories. 

Your LUSTRA MAN 

will help you develop 

your own bright ideas in 
lighting. You'll find it a Great 
Idea to do business with 
LUSTRA: A lighting specialist 
to help you—One Source— 
One Shipment—One Simple 
Way to better lighting 

where or when you need it. 


LUSTR 


CORPORATION 
OF AMERICA 


32-33 47th Avenue, Long Island City 1, N. Y. 
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For a Better 
Tomorrow 


Britain's Council of Industrial Design uses 
displays at home and abroad to sell them- 
selves and the world on the importance of 
functional modern design in consumer and 


capital goods made by British industry 


ACK in December of 1944, the Board of Great 
Britain took a close look at the products of ‘ British 
industry. Although, at the time, the demand for 
British products was insatiable and quality and design 
limited by all the factors of the wartime situation, the 
government thought it time to form The Council of 
Industrial Design with the lofty purpose of promoting 
by all practicable means the improvement of design 
in the products of British industry. 


Since that time, through all the periods of rationing, 
devaluation of the British currency and other notable 
obstructions, the Council has struggled to perform 
this function with considerable success largely of in- 
terest only to those directly connected with its efforts. 


Much improvement was necessary before British 
products could be expected to earn a second glance on 
the world market. 


Evidentally, improvement in quality and design in 
the past few years has earned for Great Britain the 


(Please turn to page 54) 


—At top, a display featuring sports and holiday equipment that 
appeared at The Design Centre during April, 1960 . . . At center, 
from a special exhibition entitled "And so to Bedrooms,” sug- 
gesting new ways to make the room where you spend about 23 
years of your life more useful and more attractive . .. The display 
consists of two room settings, together with a supporting display 
featuring a wide variety of bedroom accessories . . . Setting 
designed by Helen Challen . . . At bottom, a section of The 
Design Centre Awards 1960 display which was opened to the 
public by Prince Philip on May 19, 1960, at which time he 
presented awards to manufacturers . . . The products ranged 
from casseroles to street lighting columns, though a_ high 
proportion went to the furnishings industries— 
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—At top is a replica of ‘The Living 
Room of the Year’ designed by architect 
Mrs. Helen Challen and on show at The 
Design Centre during a Furniture Fort- 
night exhibition . . . This room was 
chosen from a series of interior schemes 
for award winning small houses in a 
magazine competition . . . At right, a 
section of The Design Centre Awards 
1960 display featuring the Duke of Edin- 
burgh's prize for elegant design awarded 
jointly to Neal French and David White 
for redesigning the Spode ‘Apollo’ range 
of dinner, tea and coffee ware manu- 
factured by W. T. Copeland & Sons Ltd. 
of Stroke-on-Trent, England . . . Below is 
a summer living room designed by 
Jacques Groag at The Design Centre 

. . The room, combined with concrete 
paved terrace, provided the illusion of 

out-of-doors— 


—Photos courtesy of Council of 
Industrial Design— 
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DISPLAY MAN 


INSTANT DRYING — 
SOFT COLORS THAT PRODUCE 
A VELVETY FINISH ! 


MANNEQUIN FINISH 
CRUISE 


ADD “‘EYE-APPEAL” 


TO YOUR DISPLAYS WITH 
FAMOUS SARGENT 


Now in New 
“Decorator Colors” 


A broader, brighter range of pop- 
ular display colors and finishes en- 
sures fresh beauty and originality in 
every display creation. DISPLAY 
FINISH versatility and quality con- 
tinues to lead the field. 


AT DISPLAY JOBBERS 
EVERYWHERE 





ADDED ATTRACTION! 


A PHOTO CONTEST 
OF DISPLAYS 


SUBMITTED AND JUDGED 
BY DISPLAYMEN DURING 
NADI MARKET WEEK! 


FIRST PRIZE 
Second Prize 
Third Prize 
Fourth to 

Tenth Prizes 


EASY TO ENTER! 


1. Any Displayman representing a_ retail 
establishment located on the North Ameri- 
can continent is eligible to enter. 


2. Simply select photographs of two 1960 
Fall or Winter Display windows, exteriors or 
interiors, identify the photos and mail them 
in cardboard reinforced envelopes to the 
NATIONAL ASSOCIATION OF DISPLAY 
INDUSTRIES, HOTEL GOVERNOR CLIN- 
TON, NEW YORK I, N. Y. 


3. Photographs should be 8 x 10 inches. 
Photos that do not approximate this size will 
be disqualified. Photos must be black and 
white glossy prints and unmounted. On 
back of photo show name of entrant, store, 
city and state. 


4. No photographs will be returned unless 
the sender encloses a stamped, self-addressed 
envelope, photo size. Deadline for receiving 
entries will be June 12, 1961 (Postmarked). 


5. Two photographs may be submitted by 
each entrant. No entrant can win more than 
one prize. In case of a tie, a drawing will be 
made to select the winner. Only one entrant 
per store or per store branch in another city 
permitted. 


6. Entrants need not be present during Mar- 
ket Week to participate. 


7. Photographs will be on view at the Conrad 
Hilton Hotel June 25 to 27 of Market Week. 
Photographs will be numbered and the 
number, which will appear on the face of the 
photograph, will serve as identification for 
voting purposes. Store names appearing on 
photographs may be blocked out, at the dis- 
cretion of the sponsors, to provide the great- 
est possible objectivity in the vote casting. 

8. Votes will be cast by white badge regis- 


trants, namely, displaymen, free lancers and 
retailers, visiting our photo gallery during 
Sunday, Monday and Tuesday of Market 
Week. Winners, ten in all, will be announced 
Wednesday, June 28th. 


SEND PHOTOS NOW! 


Plan Now to Attend 
Christmas Market Week 
JUNE 25-29 


CONRAD HILTON * CHICAGO 


Executive Offices: 


NATIONAL ASSOCIATION OF 
DISPLAY INDUSTRIES 


Hotel Governor Clinton, New York 1, WN. Y. 





An Architect Tells You .. . 
How to Live with Your Architect 


By CHARLES S. TELCHIN 


Telchin & Campanella Architects, 
New York City 


Planning to modernize? To insure your associations 


with your architect are both pleasant and re- 


warding, follow these helpful suggestions. 


: gaa is one primary fact that you 
must consider as soon as you have decided 
to modernize your store. Your architect 
will be the most important man in your life, 
until your project is completed. He is the 
one person who can turn your dream into 
reality; therefore it will pay you to learn 
how to “live” with him. Just as he will in- 
vestigate into your requirements and aspira- 
tions, so you should prepare yourself to 
cooperate with him. Take him completely 
into your confidence and tell him all about 
your problems and future needs. Answer all 
his questions without reservations. Your 
architect is a professional and your confi- 
dence will be respected. If you don’t under- 
stand the drawings or terminology, be frank 
to admit it, so that he can offer further ex- 
planation. Take your time in studying the 
preliminary sketches before you approve 
them and thus avoid making changes later. 


Store architects agree that their clients 
(that’s you) can usually be divided into 
three major classes: 


1. MR. X — who attempts to dictate every 
line, shape and technical detail. (If he knows 
so much about architecture, he should have 
engaged a draftsman rather than an archi- 
tect. 


2. MR. Y — who cannot visualize any- 
thing, and leaves everything to the architect. 
(This individual has all the earmarks of 
being the architect’s “ideal” client, but only 
if he fully briefs the architect in detail about 
his problems and what he expects from the 
completed store.) 


3. MR. Z — who knows his problems, and 
has prepared himself to work closely and 
understandingly with his architect. (The 
progressive retailer realizes the value of 
close teamwork to achieve successful com- 
pletion of the project.) 


Obviously, MR. Z will get the most out of 
his architect. He is the type of person who 
knows generally what he wants and is 
willing, if necessary, to change his thoughts 
on the advice his architect gives him from 
past experience and practical application. 


PREPARE YOURSELF 


Possibly you have never given much 
thought to the need of preparing yourself 
beforehand to work closely and pleasantly 
with an architect. There are several simple 
ways to do this — and I don’t mean that 
you have to become a registered architect 


yourself, or even go to drafting school as 
one merchant, I know, did before embark- 
ing on a modernization program. 

Here are a few suggestions: 

1. As soon as you have decided to pro- 
ceed, start a reading program to familiarize 
yourself with the latest developments in 
your field. Your best sources are trade mag- 
azines, newspapers and any other related 
literature. Clip and save photographs and 
sketches showing ideas which appeal to you. 

2. Visit other merchants who have mod- 
ernized. A personal talk with some of them 
will give you a clearer insight into the “do’s 
and don'ts” of successful modernization. 
(Your specific problems will probably be 
different than theirs, but at least you will 
learn how they went about obtaining their 
solutions.) 


3. Prepare two lists. On one indicate the 
problems and shortcomings of your present 
store; on the other describe the facilities 
you desire in your modernized store. (These 
lists can be rough, but will serve to cry- 
stalize your thoughts for presentation to the 
architect. 


The next thing to do is learn how an 
architect functions. He proceeds through a 
series of progressive steps. The more you 
know about his operation, the easier it is 
for you to work with him — one step at a 
time — and to understand what he is doing 
for you. 


ARCHITECT'S FUNCTIONS 


First of all, you must realize that the arch- 
itect literally starts to work for you as soon 
as he is retained. 


This may not be immediately apparent to 
you, since the first stage requires detailed 
preliminary survey work. In order to best 
serve your needs, the architect must become 
familiar with your specific problems of dis- 
play, merchandising, customer shopping 
habits, financing, budgets, competition and 
future potentials. 


As a matter of fact, don’t be too surprised 
if he tells you some things you never knew 
about your own operation. 

During the course of your relationship, you 
will find that the store architect does a good 
deal more than just putting lines on paper. 
In order to design a store that is attractive, 
functional and highly efficient, he has had to 
become quite an expert at merchandising, 

(Please turn to page 62) 
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—POPAI President, Richard H. Dickson, Jr., 
president, Indiana Wire & Specialty Com- 
pany, Inc., Indianapolis (left) presents o 
$1,000 check to Professor William Longyear 
(right) Associate Dean, Pratt Institute Art 
School . . . A six-week point-of-purchase adver- 
tising design course will be integrated into 
the established Pratt Advertising Design Course 
for senior students . . . The course will be 
conducted by Walter Steinhilber . . . Part of 
the grant will be deposited in the William 
Longyeor Student Loan Fund and the balance 
will be awarded to the ten students who crecte 
the best point-of-purchase units as part of this 
course— 


—Seated at work in his studio at Jackson 
Heights, N. Y., is Mike Allegro, a success- 
ful freelance displayman in the New York 
City area . . . Of noteworthy significance 
have been his displays for Jon Pierre Cos- 
metics that have won the second place 
Silver Medal in that classification of the 
International Display Contest for the past 
two years— 


—Sporting their new suntans are Mr. and Mrs. 
Milton E. Kravitz as they prepared to board their 
Pan American flight for home after spending two 
wonderful weeks at the Royal Hawaiian hotel at Photographs for this page are al- 
Honolulu .. . Mr. Kravitz is a partner of Nu-Era ways welcome, the more informal 
Displays, Inc., St. Lovis— the better. Address them to Editor, 

DISPLAY WORLD, Cincinnati |. 











—Lou Marcus, left, and unidentified friend pose 

at the Rome zoo, frequented during a recent buy- 

ing trip to West Germany and Italy . . . Mr. 

Marcus is the head of Marcus Display Industries, 
Inc., Boston— 


—Bon Voyage to Paul Golson, center, display man- 
ager of "The Big E" (Emporium), San Jose .. . 
Shown with Mr. Golson are Warren Burrel, right, 
manager of sign division of all Emporium stores 
with offices in San Francisco, and Paul Garnier, 
left, display director of Blum's, San Jose .. . Mr. 
Golson left for the Hawaiian Islands by SS 
Matsonia for a vacation— 





merchandising system 
that lets you 

show more, sell more 
... in less space! 





Write for 84-page catalog jam-packed with display ideas in everything from 
hardware to high-fashion apparel. Do it now! 


~~ L. A. DARLING COMPANY, Dept. 118D 
_ Bronson, Michigan 


ia L.A. DARLING COMPANY Bie) Please send Vizusell catalog No. 450, 
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— The Band Saw — 


I. MY article appearing im_ the 


stressed the 


March 
importance of “a 


Issac Wwe 


workable display shop’: how it would 
contribute to making it possible to produce 
better and more effective displays. How- 
ever, even the best arranged shop will tail 
is equipped 
would like to 
needed in a_tully 
workshop to produce high 


minimum of 


unless it 
with good tools. Theretore, I 


present the 


to serve its purpose 


basic tools 
equipped display 
quality 


effort 


displays with a time 
that 
very 


is recommended you buy 


Is, and the best you 


How-to-do-it Feature 





Basic Power Tools 
For the Display Shop 


By RUSSELL D. SHAW, Display Director 
Dickson & Ives, Orlando, Fla. 


Time saved is money saved in the display shop, 


and one of the best ways to save time — as well 


as effort — is with the wide variety of efficient 


and fast power tools available today. 


Here 


is a list of them and their uses in your shop 


an afford. In the long run they will prove 
addition to 
making it possible to produce a better quality 


to be the least expensive, in 
of work. 

ficient construction of displays demands 
the use of electric power driven machinery. 
The time and labor saved due to their speed 
and power make them a necessity. 

Many displaymen know something about 
building but have never skilliul 
craftsmen, either through not having had the 
opportunity to practice or they are naturally 
“all thumbs.” For this group, power tools 
are the perfect solution to their problem. 
Thanks to the modern “do-it-yourself” trend, 
these have been developed 
to the point where a high quality of work 
can be produced with a minimum of practice. 
You will be delighted with the professionally 
finished displays you will be able to turn out 


bec mec 


precision tools 


in no time at all. 
Skill 


the capabilities of the power tool. The best 


depends only on a knowledge ot 


— The Bench Saw — 


technicians worked long hours preparing 
booklets of instructions which come. with 
each tool. It is important that these instruc 
tions be mastered before operation is at- 
tempted. This wiil you many work 
hours and trial-and-error disappointments. 

The initial these power 
tools is high, but the money saved on one 
good display prop will pay for some of the 
machines. In the course of a year they will 
pay for themselves many times over. It 
may take some real salesmanship to sell your 
employer on the value of these tools, but 
the effect will pay off for both you and the 
store. 


Save 


cost of some of 


needed, 
order ot their 


Following are the tools 
listed more or 


importance or 


power 
less in the 
versatility. 
(1) Bench Saw (See photo) 
This number-one power tool is basic equip- 
ment in any display shop. It can produce 
more work than any other electrical power 
tool. The bench saw equipped 
or I®inch blade will pertorm 
sawing operations and is 


with an 8&- 
numerous 
used in perhaps 
75 per cent of all woodworking operations. 
This type is used with the table always in 
horizontal position. It is easy to adjust to 
and 1s 
table 
By the use of an extension, one person can 


bevel 


adaptable to the use of an 


use in making angle or cuts, 


extenst 1) 


pieces such as 


12-toot 


accomplish cutting of large 
4- by 8-foot 


wallboard. 


sheets ot plywood or 

It is important to buy the best bench saw 
possible, as it will have more accurate gon 
for the tilt lock ot thr 
table blades, tor the adjustment to alter the 
depth of cut. The mete! 
be more accurate and easier t adjust 

An important rule to remember : always ad 
just the blade so that the top is not 


trols and scales and 


fence and gauge 


may 


MOTs 
than one fourth inch higher than the material 
A word ot caution: The circular 


saw Call 


be one of the most dangerous af all wood 
working machines. Be 
guards whenever possible 


(2) The K-11 Cutawl (See photo) 


caretul and use the 
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— The Cutawl — 


The versatile Cutawl can handle the most 
intricate cut-outs and the greatest variety 
of materials possible. The Cutawl is light 
in weight, moves over the work and is 
completely portable. No design is impossible 
for the Cutawl, although you have to use 
both hands for guiding it. (See photo) 
Notice that both hands are held firmly 
against the laminated board. This gives a 
steadying effect and makes it easy to cut 
straight lines. 

A special circle cutter is an attachment 
which fits on the front of the Cutawl and 
guides it so that the chisel cuts a true 
circle. The attachment can be quickly fastened 
to the two ball studs; it has a removable 
slide carrying a pivot pin which may be ad- 
justed so that perfect circles from 34-inch 
to 48 inches in diameter may be cut. 

One of the greatest advantages of the 
Cutawl is the fact that the inexperienced 
can master its operation in one week’s time. 

(3) The Band Saw (See photo) 

A band saw, because it is so well guarded, 
is one of the safest woodworking machines 
to operate. The doors enclose the blade and 
wheels. The upper guide assembly contains 
a blade guard you can lower or raise just 
above the work, thus the blade is always 
covered except for that part which does the 
actual cutting. The 24-inch diameter type 
enables you to cut through many pieces of 
wallboard or plywood, supplying quantities 
of identical pieces in one simple operation. 

(4) Portable Jig Saw. 

For speedy, intricate, accurate work you 
will find the portable jig saw hard to beat. 
It cuts wood, plastics, even metal, where 
cutouts and delicate curves are required in 
light materials. The new models have several 
improvements over the old ones. A bayonet 
saw with trigger switch makes it easy to 
make straight, angle cuts, and plunge cuts 
with no starting hole. A big advantage is the 
handle attached on top, which does not get 
hot in your hand, as the old type which you 
held in your hand and which had no handle. 

(5) Portable Electric Drill. 

The quarter-inch drill is the most popu- 
lar of the various sizes available. It will 
perform all the ordinary tasks, yet is in- 
expensive. You would rarely use the half- 
inch size unless you expect to go in for a 
lot of heavy duty work. 


1961 


MAY, 


The size of the drill refers to the maxi- 
mum diameter of the shank that is held in 
the chuck. The quarter-inch drill will handle 
any bit or accessory which has a quarter- 
inch shank or less. This means you can 
drill holes larger than one-quarter of an 
inch in diameter as long as the shank is not 
larger than the size. 

A set of wood bits are from % to 1 inch. 
Metal drills come in a set of sizes Ye up to 
l inch. Portable electric drills are equipped 
with universal motors which enable them 
to be used with alternating or direct current. 

There are three types of chucks: those 
which are tightened by hand, those which are 
held in place with a socket, or Allen wrench, 
and those which are locked with a geared 
key and commonly known as a Jacobs 
chuck. 

Once certain basic fundamentals are fol- 
lowed a few times the correct handling be- 
comes a matter of habit. 

(6) The Electric Sander. 

There are a number of good sanders, but 
for the average shop a 3- by 2l-inch sander, 
lightweight and easy-to-use model, is recom- 
mended. The better models feature ball and 
needle bearings throughout and precision 
spur-gears. Special built tension devices 
permit changing the various abrasive sand- 
ing belts in seconds. The rubber timing 
belt assures a positive, non-slip drive. This 
is the most useful type of sander for a dis- 
play shop. 

(7) The Jointer-Planer 





This small workhorse cannot be equaled | 


as a labor saver. Besides jointing, it will | 


plane, rabbit, bevel, tension mold, tongue, 
cut tapers. You who have really toiled in 
planing down a piece of wood for a prop 
will appreciate the ease with which the 
jointer will quickly complete such an oper- 
ation. No completed prop will be necessary 
to convince you that this machine is a 
worthwhile addition to your display shop. 
As for the other operations possible on this 
machine, they seem like extra bonuses. This 
comes extra on your bench saw. 

This is not essential but useful for cer- 
tain, special purposes. For example, if you 
do not have an extension for your bench saw, 
you can place your 4- by 8-foot plywood on 
the worktable and saw off the desired length 

(Please turn to page 37) 
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REDUCES COST-IMPROVES 
THE QUALITY OF YOUR 
CUTOUT WORK 


CUTS DESIGNS OF ANY SIZE IN AL- 
MOST ANY SHEET MATERIAL ... 
The Cutawl starts cutting anywhere — 
makes its own starting hole. The mate- 
rial remains stationary; only the Cutawl 
is moved. Exclusive “swivel blade ac- 
tion” makes cutting even intricate de- 
signs almost effortless. Requires little 
training to operate. 


EXCLUSIVE FEATURES 


® Faster Cutting Speed 

® New Hi-Power Drive 

@® Lighter Weight 

® Adjustable Guide Handles 
® Front Panel Blade Controls 


@® Recessed Guide Lights -- 
Dust Blower 


® Rugged, Compact Design 


Write for catalog 51Wce — price sheet 
- and name of local dealer. Actual 


demonstrations given on request. 


INTERNATIONAL REGISTER CO. 
2622 W. WASHINGTON BLVD 
CHICAGO 12. ILLINOIS 





—The coolness of men's summer suits, shirts and straw hats 
was emphasized in the window of Knox Hats, New York City, 
by fans, including an old-fashioned ceiling model . . . The 
ceiling fan with the mannequin astride rotated slowly and 
were topped with straw hats and did not operate . . . To 
the two small fans in the upper half of the display operated 
to create a flutter in the straw hats that were suspended from 
the palm leaf-covered grating at the ceiling . . . Two small 
fans at the bottom-rear of the window, not visible in photo, 
are topped with straw hats and do not operate ... To 
add to the effect of coolness, the props were in light yellows, 
blues and greens and grass covered the floor of the window 
. . « Display director is Marvin H. Dorfmann of the Hat 
Corp. of America— 


—This display by Edward L. Peterman, display 
director of The B. R. Baker Co., Toledo, Ohio, 
conveyed the thought of springtime as being a 
time for men to change to a lighter weight 
hosiery . . . The only seasonal props used [other 
than signs) were three birds, a large watch and 
a spray of spring bird foliage . . . Sign copy 
reads: An April shower of hosiery favorites— 

—Last June, Gertz, Jamaica, N. Y., capitalized upon the wedding of England's Princess 

Margaret by promoting the “Royal Elegance" of the Autumn wedding story in the front 

window of the store . . . Jules Wiegel, display director, and Mike Sarno, window designer, 

collaborated to show a collection of reproductions of the wedding gowns of Britain's royal 

brides beginning with the gown of Queen Victoria and ending happily with the gown of 

her great great granddaughter Princess Margaret . . . The window also contained an 

exact reproduction of the royal wedding cake for the Princess, crafted by Gert:'s bake 

shop .. . This window was used to promote a fall bridal show and a champagne punch 

party forthcoming at the store— 


—For the Washington's Birthday Sale, J. $. Dahlman, display man- 

ager, Ohio Edison Company, Springfield, Ohio, featured the car- 

tooned figure of Washington cutting down a large cherry tree in the 

windows . . . Displayers were painted dark green . . . Large price 

tags were in white with bold red lettering . . . Each card was at- 

tached to merchandise with red, white and blue bows from which red 

cherries dangled . . . Sign copy on red board with white and blue Le 
lettering . . . All interior displays carried out same theme . . . At each i =. ¥e 
interior display a large dish of red candy cherries was displayed with . | ia i ‘aS 
a sign inviting the customer to celebrate with us and have some - tf. nk 
candy cherries . . . A girl was placed at the entrance also offering :% a | ane ates 
customers candy cherries . . . Advertising and radio spots were «Cee ? 


coordinated— tw 
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BASIC POWER TOOLS 
FOR THE DISPLAY SHOP 


(Continued from page 35) 


as it extends over the table. 

(9) Router. 

This is a power tool used to make special 
finishes such as rounded edges, grooved 
mouldings, decorative design in _ panels, 
etc. It cuts into the wood any desired depth. 
Designs can be cut directly into the wood. 
This is a tool used by cabinet makers in 
constructing fine furniture. It is not a tool 
to be used by inexperienced beginners, but 
with some instruction, careful compliance 
with instructions, and practice, it can be used 
with good effect. There is no substitute for 
the router in achieving a professional, high- 
class look in props. 

If you are setting up your shop, or do 
not now have power tools, it is suggested 
that you start with the first three tools 
mentioned: the bench saw, the Cutawl and 
the band saw. These perform vital oper- 
ations and with them you can build a 
variety of props. The others can be added 
periodically until you have a well equipped 
shop . 

(ED. NOTE. Mr. Shaw will continue with 
a list of other electrical tools and equipment 
as well as other small tools need to set up 
a complete display shop.) 


Gilsteel Adds Lines 
At New Atlanta Center 


Gilsteel, Inc., Atlanta, now represents the 
following lines and maintains comprehensive 
displays of each in the firm’s new Atlanta 
Decorative Arts Center showrooms: Carl- 
ton Products (Shojii screens); Favrex De- 
signs; Glastex Mfg. Co.; Morris Kurtzon, 
Inc.; Monostructure, Inc.; Metal Trims, Inc. ; 
Miller Sliding Glass Door Co.; Naugatuck 
Div., U. S. Rubber Co.; and Parkwood Lami- 
nates, Inc. 

According to L. S. Rosenthal, president of 
Gilsteel, which also operates under the trade 
name of I Q Products, these lines provide 
the decorative trade with a complete and 
diversified selection of screens, panels, doors, 
grilles, and fabrics. 

For the convenience of the trade, show- 
rooms in the new Center are open five days 
a week, year-round. 


Dallas Display Firm 
Gets Local Publicity 

A two-page photo-article on the manufac- 
ture of mannequins by Artistic Display Com- 
pany, Dallas, appeared in the Sunday maga- 
zine of The Dallas Times Herald on March 
26. Illustrated in the articles were such 
phases of mannequin work as wig making, 
painting, molding and artwork. Among per- 
sonnel shown was B. L. Harper, principle 
of the fitm. 


Add Fleming To List 
Of Civil War Sources 

Katherine B. Fleming, 412 Main street, 
Niantic, Conn., is an excellent source of Civil 
War uniforms, mostly Union, including 
famous generals, artillery and infantry— 
also a few Confederate uniforms and caps. 
She also has authentic butternuts, brown 
homespun clothes worn by Confederate sol- 
diers. 
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Novel Showroom Opened 
By B & G Display Service 

Buddy Goldin, an outstanding freelance 
displayman for the past 20 years, has opened 
a new and novel showroom for his firm, 
B. & G. Window Display Service, at 4575 
White Plains Road, Bronx, N. Y. Window 
displays complete with mannequins and back- 
grounds are set up in the showroom to 
enable retailers to select complete displays 
from 12 examples, each priced within the 
budget of most stores. These displays are 
installed, rented or sold. Other display 
materials are also available. Visitors are 
welcome. 


Portable Exhibit Includes 
Complete Materials 
The Display-Maker portable exhibit con- 


sists of four perforated board panels (each | 


28 by 40 inches), color-lacquered on both 


sides (in white, black, red and yellow), for | 
displaying photos, maps, booklets, ads, prod- | 


uct packages, etc. Removable title-boards 
are at top. Two adjustable swivel-lights 
with flood bulbs, three-way outlet box with 
long power cord and removable legs are in- 
cluded along with basic materials such as 
display fasteners, pegs, cut-out letters and 
instruction manual. All is packed in light- 
weight aluminum suitcase, total weight only 
100 pounds. Write to the manufacturer, 
Design and Production, Inc., 826 Slaters 
Lane, Alexandria, Va., for information and 
prices. 


Motor Scooter Promoted 
As Prop for Displays 

Dealers of Vespa Motor Scooters through- 
out the country are being notified of the 
value of loaning their scooters to stores for 
use in window and interior displays. The 
suggestion grew out of the success gener- 
ated when the Guild House, New Haven, 
Conn., used a borrowed Vespa in a display 
of women’s shoes with considerable success, 
both tor the store and Vespa dealer. Con- 
tact your local dealer if interested. 


Haft Offers Booklet 
On P-O-P Displays 

Haft & Sons, 950 Kent avenue, Brooklyn, 
N. Y., offers an interesting booklet entitled 
“What Business Are You In?” and a bulle- 
tin (No. 333) showing illustrations of the 
complete line of flashers and motion units 
for point of purchase displays. 

The firm announces a new service through- 
out the New York metropolitan area and 
New Jersey, Connecticut and Pennsylvania, 
where factory-trained designers of motion 
and/or lighting units for point of purchase 
displays are available for advice. Write to 
the firm if you would like a representative 
to call. 


Advertising Specialties 
Contained in Catalogue 

MARVIC Advertising Corporation, 861 
Manhattan avenue, Brooklyn 22, has printed 
its second volume of advertising specialties 
ranging from one cent to $30. Many of these 
give-aways would tie-in with various store 
promotions and anniversaries. Write to the 
firm for the catalogue which is priced at $1. 
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IT'S ALWAYS MARKET WEEK IN NEW YORK 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS 


& DISPLAY MATERIALS 
For Windows and Interior Store Display 





Corsillo Enterprises, Inc. 


New York Showroom 
150 Fifth Ave. (20th St.), CH 2-1626 


& DIRECT IMPORTERS 


Display Novelties, Christmas Decorations, 
Rattan Forms, Artificial Flowers. We sell 
only to Manufacturers and Jobbers. 











Metropolitan Mechanical Display Co. 
50 West 22nd St. OR 5-1280 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 





American Fixture Inc. 
Visit our New York Showroom 
11 West 42nd Street Suite 1064, Salmon Tower Bidg. 


beau monde SOUTBERY BELLE mannequins 


and all other display products 
TRIMLok STORE EQUIPMENT 


& L. A. Darling Company 
‘coe Office and Showrooms 
i AN 47 W. 34th St. WI 7-3228 


MANNEQUINS * FORMS * DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 





REAL FOUNTAIN DISPLAY CO. 
264 W. 40th St. CH 4-0757 
Fascinating New Lighted 
AQUA DISPLAY FOUNTAINS 
with 1001 Sparkling Uses 





Arts & Flowers Displays, Inc. 
(Air Conditioned) 
43 West 56th St. Cli 7-7610-11-12 
Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Displays, Inc. 
133 West 19th St. WA 4-626! 
Outstanding Display Novelties in Paper, Wood 
and other materials. Facilities for special 
promotions for department and chain stores. 
Interesting imports from Europe and the Orient 





Decorative Creation & 
Art Flower Co., Inc. 

13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 
Imported Novelties, Settings 


RIP Studio, Inc. 

15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 
Functional and Decorative in All Media 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





Bliss Display Corp. 
37-21 32nd St., Long Island City ! EX 2-3890 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


MANIKINS 


iS W. 18th Ch 3-3626 





Royal Tinsel, Inc. 
42 Green St. WO 6-5733 


MFRS. OF TINSEL GARLANDS 


Tarnishproof Silver and Pastel Colors 
Send for Free Color Card 





Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 
Display Decorations and Novelties 





BONAFIDE 
Display and Decorative Co. 
34 West 38th Street BR 9-1362 


Mfers. & im ef Artificial Fiewers 
Novelties & Netural Foliages 


Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for feit. 





Frankel Associates, Inc. 
56 West 45th Street MU 7-3434 


DISPLAY FABRICS & NOVELTIES 


Exclusive display accessories, decorative 
items and unusual animated units— 
America's most complete Christmas line. 


Los Angeles — Chicago — Detroit 





Nat Siegel, Inc. 

39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 
Distinctive Display Fixtures and Novelties 





The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 4-7165 


MANNEQUINS 
and Promotional Displays 





Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 





Butler Paper Co., Inc. 
655 Madison Ave. TE 8-502! 


Headquarters for NEW IDEAS Made of 
Paper and Cardboard 


Victor Haida Displays, Inc. 

149 West 24th St. CH 3-3840 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 
Largest Showroom in the Country 





a 


The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 





C ay é Cc Display Co. 
293 Seventh Avenue WA 4-3720 
Manufacturers and Importers of Unusual 


DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 


David Hamberger, Inc. 
136 West 3ist St. PE 6-0465 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 


Tero, Inc. 


Factory and Showroom 
153 W. 23rd St. CH 2-7344 


Manufacturers of Finest Quality 
MANNEQUINS 


D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 








The Imitation Food Display Co. 
197 Waverly Ave., Brooklyn 5, N. Y. TR 5-1268 
FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 


DISPLAYS 
Distributors of Peter Rosa Mannequins 


434 Sixth Ave. AL 4-3200 
DESIGNERS and MANUFACTURERS 





Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 
ACCESSORIES 


CUT CORNERS WITH CIRCLE 


Madisonia Manikins, Inc. 
New York — 152 W. 25th St. — CHelsea 3-1550 
Chicago — I! S. Desplaines — DEarborn 2-6818 
MANIKINS — RENTALS — REPAIRS 


America's Largest Manikin Refinishers 





Colonial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 


Gertrude Cornell 
140 W. 42 St. CH 4.1449 
PERSONAL APPEARANCE COSTUMES 


Easter Bunny and Animal Costumes Specialists 
Santa Claus and Walt Disney Promotional Costumes 








Maharam Fabric Corp. 

130 West 46th St. JU 2-3500 
DISPLAY FABRICS & ACCESSORIES 
Chicago 412-20 N. Orleans St. 

Los Angeles i113 S. Los Angeles 


MANHATTAN MOTION MANIKINS 
4 W. 16 St. CH 3-4705 
Excitingly Beautiful Fiberglas Plastic 


MANIKINS 
Visit Our Factory-Showroom 








Save Time — 


Do Your Display Buying 


In New York City 
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Post Time! 


N SATURDAY afternoon, May /7, 
they'll be off and running in the 87th Kentucky 
Derby at Churchill Downs, Louisville. From 
Massachusetts to California, store windows 
will proclaim the Sport of Kings to their 
customers, many of whom haven't seen a 
horse in years. 
represent the equine 
species by anything larger than a shetland 
pony, its up to displaymen to provide a 
public service by keeping their audiences 
informed of the true majesty of the thorough- 
bred. Thus we justify this group of photos 
of horsey settings, including one each from 
Italy and England. 

The photo at top of page has probably 
been reproduced in more display publica- 
tions throughout the world than any other 


Sine € Zoos seldom 


we can remember. It won first prize in a 
contest conducted by Elizabeth Arden Ltd. 
of London and was by J. E. Beale Ltd. of 
3ournemouth, England, whose display di- 
rector received a three day vacation in 
Zurich or Copenhagen. 

3elow are two displays that looked cross 
the street at each other on the last Derby 
Day. At left, Harold Driver, advertising and 
display manager for Driver’s, Paducah, Ky., 
borrowed a complete horse from a local 
harness manufacturer and placed it in the 
parimutuel surroundings. The tickets being 
sold were actually tags from the merchan- 
dise. The “seller” was borrowed from 
Weilles, across the street, where Joe Bell 
is display manager. 


Mr. Bell, who is quite a cut-up with a 


he 


i ‘ ~ 


€ 





Cutawl, made the horse heads and stalls of 
plywood to provide a background tor straw 
hats. Real hinges and handles added dimen- 
sion to the installation. 

C. W. Ferrick, display manager of Forbes 
& Wallace, Springfield, Mass., likewise used 
this background for his display of play 
clothes at top of opposite page, adding some 
elegant ruscus hedges to complete the scene. 

At center, opposite page, is a_ tasteful 
display of women’s suits and accessories 
spread on imitation grass in front of a large 
mural depicting a horse race. It comes from 
Linea Montenapoleone, Milan, Italy, where 
Miss Maria Teresa Fugger Crespi designs 
the displays. 

Below her display is the winner of a Ken- 
tucky Derby contest conducted at San 
Diego, Calif., where they annually cele- 
brate, at nearby Caliente Race Track, “The 
biggest Kentucky Derby party west of 
Louisville.” The window, with horses painted 
on the window glass and the box seats com- 
plete with mint juleps, was by Roy Melton, 
display director of Marston's, San Diego. 
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F displays 


DESIGNERS & 
MANUFACTURERS 


of fine custom sculpture 


For America's 
Department Stores 
Shopping Centers 
industrial Firms 
Advertising Agencies 





industrial Designers 
Architects 


* 
Original promotional and seasonal 
displays designed by our inspired 
staff of artists. 


Architectural decor for interiors 
of shops, show-rooms, lobbies, etc. 


& 
An always current high fashion 
line of displayers, millinery heads, 
boutique hands, etc. 


Decorative and scenic paper 
background panels and wall-size 
murals, 


OFFICE and SHOWROOMS 
434 6th Avenue 
New York II, N. Y. 
Algonquin 4-3200 
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NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


NATIONAL ASSOCIATION OF DISPLAY 


INDUSTRIES 








JUNE MARKET: We searched for a Win- 
ter Wonderland to tie-in with our Show 
theme and, based on several recommenda- 
tions, we pinpointed the Chalet at Ste, 
Agathe des Monts in the magnificent Lauren- 
tian Mountains in Quebec. This is the heart 
of the ski country. 

To a registrant during our Market will go 
a vacation for two at the Chalet during their 
next Winter Carnival period. This will be 
the grand prize. 

For daily prizes we will award gift cer- 
tificates for continental delicacies from the 
Swiss Colony in Wisconsin. “Alp-High De- 
lights” they call them and they feature 
cheeses from America’s Little Switzerland. 
Included are the creations of master pastry 
chefs, konditours, schooled in the heart of 
the Alpine country. We'll have samples to 
go with our espresso and eskimo pies at our 
“Wonderbars.” Full prize details will be an- 
nounced in the next newsletter. 

The prize news for now, however, is the 
progress made thus far in Show planning. 
Almost every inch of available space on the 
three exhibit levels of the Conrad Hilton has 
been sold. Space sold exceeds the previous 
high of the June, 1959, Market. 

At the Conrad Hilton, which is renowned 
as a site for major conventions, our Market 
is rated as one of the leaders. Your con- 
tinued support, as visitors to this top indus- 
try event, will enable us to classify the June 
showing as another successful one from all 
standpoints. Make your hotel reservations 
now. Remember, Show dates are June 25 
through 29. 

—NADI— 

PHOTO CONTEST: Full details concern- 
ing the NADI Photo Contest and Gallery, a 
feature at the June Market, are contained 
in our NADI advertisement in this issue. 
Fall and Winter, 1960, display photographs 
are eligible. Send yours now to the NADI 
for judging in June. 

BANK DISPLAYS: Through the facilities 
of our public relations counsellors, Bell and 
Stanton, we obtained several A-1 case his- 
tories, with photos, of bank displays. “Bank- 
ing” published by the American Banking 
Association will run the material in a forth- 
coming issue. The magazine’s editor was 
quite pleased to receive the case histories 
and would like to make this a continuing 
series of stories on displays in banks. Your 
help is needed in supplying us with material. 
If you have done any work with banks, either 
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full time or freelance in your locale, send 
us photographs and data on what was done 
and the results in pulling depositors. We 
will shape the material to the magazine’s 
specifications and then submit it, extending 
full credit to you as the contributor. Your 
cooperation is needed and would be most 
welcome. 
—NADI— 


COLOR TALE: One area where it was felt 
that we could be of service to the industry 
was in the reporting of fashion color news. 
Knowledge of fashion trends and colors in 
advance is important if we are to provide 


proper settings for fashion windows and 
interiors in seasons ahead. 

The statement which follows is based on a 
report to our Public Relations and Fashion 
Presentation Committees by Mrs. Edith Ray- 
mond, fashion editor, Mademoiselle maga- 
zine. Covered were colors for fall, 1961, and 
for resort and spring, 1962. 

The color abacus referred to by Mrs. Ray- 
mond is for fall colors. A color abacus for 
resort and spring, 1962, will be available in 
mid-May. The abacus is obtainable for $5 
from Mademoiselle, 575 Madison avenue, 
New York City 22, to the attention of Miss 
Alice Encke. 





Color Forecast for 


By EDITH RAYMOND 


Fall and winter 1961 have gone completely 
mad for color. The color era that we have 
been in now for quite awhile still continues. 
The Fall colors are brilliant. They’re deep, 
rich and very much alive. As a matter of 
fact, the color spectrum is so vibrant that it 
ignites and sets ablaze the new Fall season. 
It is color and texture that give the fresh 
look to Fall clothes. 

We've had a minor silhouette change, I 
would say, stemming from the recent Paris 
collections, flares, bias cuts, fluid, easy 
clothes. But there has not been a major 
silhouette change in a long time. And this 
is why we at “Mademoiselle” feel so strongly 
that newness in fashion must come from the 
use of color, the way colors are used to- 
gether; and from textures and, again, the 
way textures are used together in one cos- 
tume. We feel so strongly about this inter- 
relationship of color for purposes of design, 
either of a piece of cloth itself or a ready- 
to-wear garment, that we have based our 
“Mademoiselle” 1961 Fall color card com- 
pletely on this concept. It is designed in the 
form of an abacus. 

The color beads made of yarns and repre- 
senting the Fall ’61 fashion colors that 
“Mademoiselle” believe in, are completely 
movable so that designers, fabric designers, 
ready-to-wear designers working with the 
abacus can come up with their own individ- 
ual color combinations. We've had a lot of 
streak color promotions in the past seasons: 
everything was purple and everything was 


Fall, Winter, 1961 


emerald green and everything in every store 
looked alike, and every manufacturer’s and 
designer’s collection looked alike. And we 
feel that this is a mold we must break; that 
the more variety we can all come up with 
and offer to the consumer — the more sales. 

Now let’s go on to the specific on the fash- 
ion colors for Fall 1961. 

Growing daily in fashion significance are 
the new browns, and the browns go in two 
directions. 

They're golden, syrupy browns, ranging 
from honey to caramel, butterscotch, maple, 
molasses. They’re warm, sunny and they 
make big news in contrast to the very bronze 
and green influenced browns of last season 
and seasons ago. The second direction the 
browns are going into is very orange and red 
influenced. This is an outgrowth of the great 
popularity of orange which, again, has been 
of fashion importance now for some time. 
This is the family that runs the gamut from 
a bright ginger to copper, so a red-brown 
we've called “Red Fox” on our “Mademoi- 
selle” abacus, a color that we really haven't 
seen in the fashion picture for some time. 
Behind this family, I would say, will be the 
fashion volume for Fall, going from the Red 
Fox into paler ginger colors and into apri- 
cots and oranges, often all of these colors 
combined in one tweed or one plaid. 

The golds, too, are sunny, warm; some- 
times have an orange glow. When you look 
at all these colors, they’re almost more of a 
true fall picture than we have had for some 
time. This used to be a family that was a 
natural to Fall, but hasn’t been around in 
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the fashion scene and therefore all the 
golden, orangy, apricot, ginger, burnished 
browns, and so forth, look fresh and new. 

Red is important, whether it be a fiery 
orangy red or a cool blue red going into 
the magenta and fuschia range. We, at 
“Mademoiselle”, see the fuschia, mulberry, 
and black cherry tones, replacing the purple 
of last season. You know, when purple is 
good, it’s very good. But when purple is bad 
I think it dies more quickly than anything 
else! 

There are some wonderful bright pinks 
that keep turning up again in tweeds and 
plaids as a bright color accent. We call it 
“Ming Pink” on our abacus and we see it 
very often combined with fuschia, mulberry, 
black cherry tones in one fabric. 

The greens and blues of Fall 61 very much 
influence one another. The greens have 
turned blue and the blues have turned green. 
There is still a certain amount of early selling 
in the market against the Emerald Green, 
but we feel that the Emerald-Green is a 
carry-over from last fall, rather than a new 
green. The new greens definitely have a blue 
cast such as the one on our abacus we 
call Spruce, the deep blue-green that always 
turns up in tartans. 

The blues, on the other hand, have taken 
on a green cast. A little bit teal, a little bit 
turquoise depending on their vibrancy and 
strength. The color we call “Ming Blue” is 
definitely a very bright turquoisey blue. The 
more muted version of it we call “Blue 
Heron”, a deep teal blue really. You can 
easily see how these two families have com- 
pletely influenced one another, one taking 
on the cast of the other. 

Off-white, rather than pure white is mov- 
ing into winter selling, especially important 
in coatings. And also, a very, very pale sort 
of buttery color, which we call “Straw” and 
a very pale silver grey we call “Rush”. This 
whole pale family will gain in importance 
toward late Fall. 

And while we're talking about pale colors, 
as in contrast to the (muted) bright for 
(late) Fall and Winter selling, which have 
received a bit of high fashion news, and are 
now being pushed for late Winter days and 
especially as under-coat colors, let’s look at 
a new group coming out. These chalky 
whitened pastels look handsome in double 
knits, tissue worsted, crepes and porous 
lightweights. The chalky white colors being 
most talked about are: chalky pink, chalky 
yellow, chalky blue, chalky gold, and chalky 
mint green. WATCH THESE CHALKY 
PASTELS — not one color promotion but a 
potpourri of delicious pastels. We call them 
on our “Mademoiselle” abacus: woodrose, 
peach, old ivory, pale jade, blue haze. 

When I was at the Paris collections in late 
January, these were the colors which stood 
out more strongly than any others, espe- 
cially in crepes and chiffons, etc., and looked 
terribly new. I think the fact that Paris 
did use them so strongly has made them even 
more important in the American Market for 
early Fall on a high fashion level, for mid- 
winter on a fashion volume level. 

Returning are two classic colors, not yet 
in abundance which we feel will be import- 
ant this fall: namely gray — a lighter char- 


coal — not the very dead black charcoal, the 
(Please turn to page 6!) 
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“SUMMER DISPLAYS” 


NOW is the time to build your vacation time sales with the large 
selections of Summer Displays offered by the Art R. Cohen Co. 











[] Treasure Chest—full round, papier mache, [}] Fishnet — 10 yd. pieces 72"' wide, 


21" x 10° x 14" Aqua/Gold, Natural, Red, Black, 
{authentically detailed) . . Blue, Aqua, Pink... 


[] Pearl Strands ; . = Cotton Rope — minimum 10 ‘pes. " (White) 
si 


[) Papier Mache Anchor (28'' full round) 
White ree 
Deluxe Seatone Green... . . a Cork Floats—2"".. 

[] Chain Links for Anchor—8!/2", 2/2" 

Seatone 


Seatone Green ....$5.00 ea. 


[ Wood foarte one 
) Papier Mache Life Sresereer—telt round, 24" a + — gure Leaves—I0"’. 


Green, Yellow, 
..$2.50 ea. 


$ .35 yd. 
$ .20 yd. 
.. $1.00 dz. 

.. $1.60 dz. 

.. $2.25 dz. 

.$2.50 dz. 

.25 per bundle of ten 
.75 per bundle of ten 


Wee: eae $3.75 ea. [ Cycus Palm Leaves—6 to 20"'.$1.25 per bundle of ten 
8 


O Buoy 36" on ace, Red, White, and Blue $8.95 ea. = ~ os 


.75 per bundle of ten 
.25 per bundle of ten 


(} Plastic Fish, richly colored, “pore. 16" [} Grass Mats—3* x 6'—78 rows.. 
Set of three / (special sizes on request) 


ORDER NOW 


Phat cusbamari ART R. CO H E N CO. 


Serving the Display Industry for 810 PENN AVE. « 


Twenty-Seven years. 


PITTSBURGH, PA. 





@ Currently styled dickies for 
men's and boy's suit forms. 


@ Improved design sleeve pads 


Available through dealers or write: 


DUBLIFE COLLARS 


295 Madison Ave., N. Y. C. 





Projections 


THE AUTUMN’ BREEZE 
sometimes reaches gale propor- 
tions, thus providing displaymen 
with the incentive for ruining a 
perfectly good umbrella in order 
to simulate the effects of the big 


blow . . . Gaily colored leaves of Jan Ujlaki 


add the seasonal touch. 


from the drawing board 








A DIFFERENT DISPLAYER for women's cosmetics can 

be made by sawing a large oval from a piece of board and 

propping it slightly tilted . . . Of course, first cover it with 

point, flitter, flocking, glitter or what hove you to dress it up 

... In the center of the oval place some attractive thematic 

effeminate prop. . . Arrange the cosmetics around it on the 
oval. 











SYMPHONY OF FABRICS is being directed by this con- 


ductor created for one of your annual symphony salute windows... 





Use an ordinary heavy wood or metal music stand that can be 

borrowed from the symphony ... Make the head, arms and feet 

from board and soon your maestro is ready for work . . . Attach 

your sign to the back of the music stand where it couldn't be more 
conspicuous. 











SMOKE DREAMS of most men, says this display, dwell 

upon a new summer wash and wear shirt, or something much 

more clever . . . Attach the shirts as they come from the 

package to the pipe stem . . . The stylized heads are of 

plastered wire welded in the shapes by a local metal working 

shop or maybe some display firm has something similar 
in stock. 








~ x 


“neh i 





























FOR THOSE AFTER-DARK SPECIAL OCCASIONS, 

you'll want to impress upon the ladies the importance of appro- 

priate footwear . .. So you suspend a small selection of the 

current pumps for dancing in simulated lamps beside an illuminated 

lamppost . . . Lighting consists of very little else except for 
pinpoints on the sign and each shoe. 
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SHOW 


MODEL "“M"—Using regular printers’ 
metal and wood type. 
MODEL "B"—Using rubber type. 


@ BOTH MODELS MADE IN 3 SIZES 

@ COMPLETE UNITS FROM $158 UP 

@ MANY NATIONAL CHAINS HAVE 

FROM 50 to 500 OR MORE IN USE 
FOR DETAILS WRITE 


DISPLAY EQUIPMENT CO. 
BOX E-146 ADRIAN, MICH. 





LOW OPERATING COST----LONG LIFE 


NO MODERN STORE IS COMPLETE WITHOUT A 
CARD PRINTING MACHINE! 


MODEL M-1448 
PRINTS ALL SIZES UP TO 14” x 48” 


FEATURING — “MAGNETIC” 


GREATEST ADVANCEMENT IN SIGN MACHINES WITHIN LAST 25 YEARS 


get Awey From it All / 


Rio 


Pack Your Duds---Get Set For 
A Rappy Summer Vacation 





PATENTS APPLIED FOR 


(SHOWN BELOW) 


TYPE LOCK-UP 


ee GOOD LUGGAGE 
ADDS TO YOUR PLEASURE 











New Hanger Covers 
Stop Falling Garments 

Yankee Plastics, manufacturers of ship- 
ping hangers and non-slip hanger covers 
announces a non-slip children’s hanger cover 
that positively stops falling garments. The 
firm claims that these non-slip hanger covers 
will eliminate catching in notches, eliminate 
pinning, slipping and sliding of garments on 
the hanger, no matter what their neckline 
shape or fabric. 

Millions of these non-slip hanger covers 
in the larger sizes are being used in the 
women’s and men’s apparel trades. 

Yankee Plastics, at 29 West 34th street, 
New York City, also designs plastic hangers 
for the special needs of the fashion trades. 


Christmas Cottons Available 
In Bulk Pack 


The Union Wadding Company, Pawtucket, 
R. L., has announced that its popular line of 
Christmas Cottons including Sparkl-Tex and 
Decor-Tex are now available in bulk pack. 

Sparkl-Tex is available in 36 inch width 
in 12 or 48-yard rolls with either silver, multi 
or gold glitter. Decor-Tex is available in 
42-inch width in 12 or 48 yard rolls in any of 
four patterns: green Christmas trees, red 
poinsettis, red Santas or the new gold snow- 
flake pattern. All material is shipped with 
interleaving paper for ease of handling. 


Incomplete Prices Quoted 
In Ever Style Ad 

Through an oversight, the Ever Style Dis- 
play Corp. advertisement in our March, 1961, 
issue quoted prices for five of their sculp- 
tured fiberglass urns in white with a gold 
spatter finish. These urns are also offered 
in any desired finish but at prices slightly 
higher than those quoted in the advertise- 
ment, according to Paul Gallucio, head of 
Ever Style Display, located at 2411 West- 
chester avenue, New York City 61. Mr. 
Gallucio and DISPLAY WORLD both re- 
gret that some readers were unintentionally 
misled as to the correct prices for special 
finish urns. 
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Free Window Space 
Boosts Clients 


Know any manufacturer who wouldn't like 
a free, two month-long window display of 
his merchandise in the promenade lobby of 
one of the busiest office buildings in New 
York? 

Neither does Chris Behrens, president of 
G. P. Engineering Service, Inc., who makes 
this offer to his clients on a rotating basis. 
G. P. Engineering designs and produces 
technical manuals for a number of firms, 
including the Fedders Corp., the country’s 
leading producer of room air conditioners. 
Fedders jumped at Mr. Behrens’ offer, the 
goal of which is to enhance the customer’s 
product while saving G. P. Engineering the 
time and expense of decorating its window 
at 220 Church Street, in the heart of down- 
town New York. 

The colorful Fedders display, which was 
installed recently, includes operating units, 
a moving display showing Fedders new 77- 
Second Installation System, a large banner 
noting Fedders Climatimer clock timer con- 
trol and, of course, samples of the literature 
prepared for the company by G. P. Engin- 
eering. 

A card in the well-lighted window invites 
passersby to stop in at the G. P. Engineering 
reception desk for more information and 
specification sheets on the various Fedders 
models. According to Mr. Behrens, more 
than a dozen people came in during the first 
two days of the display to ask for literature. 


Four Added 
By Sun Display 

Sun Display Studios, Philadelphia, has 
added four well known trade craftsmen to its 
staff. Charles Naylor now heads the trade 
exhibit and point-of-purchase design and 
manufacturing department; Harry Katz 
manages the newly-enlarged silk screen proc- 
ess printing plant; Larry Verdon supervises 
the photo mural and blow-up shop, and Wil- 
liam Kurty is now in charge of sales. The 
company now offers a most complete service 
in visual merchandising to advertising agen- 
cies and national advertisers. 


Two California Firms 
Carry Maco Line 

A complete stock of the line of Maco Tag 
& Label Products, Inc., is available at Gussco 
Sales Company, 337 Winston street, Los 
Angeles 13, and Allied Paper Company, 325- 
22nd Street, Oakland 12, Frank May, sales 
manager, announces. 

Maco has recently issued a new illustrated 
price list supplement including new items 
such as pressure sensitive “Hello” badges, 
file folder pressure sensitive labels, plain 
white and stock printed pressure sensitive 
labels, parafhned packing list envelopes, sev- 
eral new numbers of alteration and layaway 
tags and large size sale price pin tickets. 
Copies of the above are available by writing 
their home office at 111 West 19th street, 
New York City 11. 


New Display Form 
For Casuals, Slippers 

An all-new slimmer, lighter display form 
for casual shoes and slippers is being an- 
nounced by Shoe Form Co., Inc., Auburn, 
N. Y. This dramatic new form called the 
Fairy Princess is designed to sell about half 
the price of similar type forms, due to an 
entirely new manufacturing process. 

The new Fairy Princess forms the entire 
shoe and features undercut at arch, full sole, 
natural toe spring and fashionable pointed 
toe. 

Further information and free samples may 
be obtained by writing the firm. 


Colo-Cork Chips Come 
In Many Colors 

The Malros Company of Dover, N. J., has 
been manufacturing and selling colored cork 
chips under the trade name of Colo-Cork 
for so many years that the name becomes 
synonymous with the firm. The large color 
range is being expanded constantly with the 
newer fashion colors. This economical 
scatter material is easily reused, deserving 
of its popularity and acceptance. Write for 
samples and list of colors. 
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SIX STEPS TO 


Stained Glass 
In Your Displays 


Cleveland firm has developed process for making 
simulated stained glass panels. Higbee's tries 
it out for early spring promotion. You'll have the 
opportunity to do-it-yourself or buy finished “win- 
dows" from a display manufacturer in the future 
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ee YEARS, displaymen have attempted 
to produce the effect of real stained glass 
in their windows and interiors, but none 
of the efforts, no matter how ingenious, has 
ever been able to achieve the absolutely 
undetectable realism of the new process 
developed by Stain Glass Products of Cleve- 
land. Yet this process is no closer to actual 
stained glass than any previous imitations. 

Originally marketed as a do-it-yourself kit 
for home decorators, the basic materials are 
now being introduced to the display pro- 
fession and industry. 

Al Lanza, display director of Higbee’s, 
Cleveland, was the first displayman to dis- 
cover the process and, accustomed to leading 
instead of following, leaped at the chance 
to adapt it to his early spring promotion. 
How he did this demonstrates the six basic 
steps of the technique that can be adapted 
by anyone. These steps are graphically il- 
lustrated by photos on the opposite page. 

The first step (1), and the only one re- 
quiring any artistic ability, is the prepara- 
tion of the artwork, in this case a design 
of spring flowers which must be made to 
actual size. 

In the meantime the second step (2) can 
be accomplished. This consists of spraying 
pressure sensitive adhesive on thin strips of 
lead an eighth of an inch wide. These strips 
have first been cut from 100-toot reels and 
rolled smooth and straight on the board and 
then secured temporarily by masking tape. 

The third step (3) is the most time con- 
suming. The artwork is placed in position 
under the panel of special textured glass and 
the strips of adhesive-coated lead are used 
to outline the design on the glass. A single- 
edge razor blade cuts the strips to desired 
lengths and they are pressed in place en- 
closing areas that will later be stained. 

The fourth major step (4) is the insertion 
of the leaded panels into the grooved frames. 
The frames were approximately 99 by 20 
inches and held two 48- by 18-inch glass 
panels. Sixty frames were made for this 
particular spring promotion. 


(Please turn to page 51!) 
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No. 600— 
500 ib. capacity 2 R.P.M. 
Mex. Disc diameter, 4 ft. 


Ne. 500— 


200 ib. capacity, 3 R.P.M. 
Mex. Disc diameter, 3 ft. 


No. 75— 
75 ib. capacity, 


48.P.M. Max. 
Disc diameter, 2 ft. 


Disc diameter, 1% 


Ne. 50VT— 


50 ib. capacity, 
3 8.P.M. Max. 
Disc diameter, 3 ft. 








Displays in Motion attract more eyes— 
are most effective sales tools— 
this is an established fact. 


MOTIONDISER® TURNTABLES ARE 

YOUR BEST CHOICE! 

Moving displays are surprisingly easy to set up 

with Motiondisers®. Each unit is of rugged, heavy duty 
construction with base mounting facilities (they 
become an integral part of the total display—without 
complications) in addition to the usual top disc 
mounting feature. Motiondisers are available in a wide 
range of capacities—all powered by Merkle-Korff 

G t tionally famous for long life 





and quiet operation. 


ALMOST ANY KIND OF ACTION AVAILABLE 


Stop action, horizontal or vertical motion and 
combination third-dimensional motions using cams, ete. 


are illustrated and described for you in the Sketchbook. 


it’s UP TO YOU! 


Write us today—there's no obligation. We'll send you 
the MK Sketchbook free and a copy of Bulletin 2025A 
together with a price list and order blank. Your 
satisfaction is assured by our 50 years of success in 
Merkle-Korff Motiondiser® Turntables. They are 
approved by more major retail chains and display 
manufacturers than any other turntable. 


Write for your copy now. 
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60 NEW COLOR SWATCHES OF 72” WIDE FELTS FOR DISPLAY. 
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PERSONAL NAME 





PERSONAL TITLE 
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CENTRAL Fe tT « FasrRics CORP 
24 WEST 25TH STREET, NEW YORK 10, N.Y. 
CHelsea 3-5415 








World of Sil 


at Sakowitz 


By MARION RUBINSTEIN 


Butterflies, Salvador Dali murals 


and mystic "Spirits" are employed 


throughout this Houston store to form 


the theme for a spring promotion truly 





deserving of the adjective ‘unique’ 





—The World of Silk promotion was carried into the men's 
division as well . . . Shown at top left is a window in which o 
framed panel containing colorful butterflies on silk provides o 
background for a silk suit and contrasting sport shirts . . . 
Card copy reads: ™ Italy enters the World of Silk."— 


—At left center is one of a series of displays promoting silk 
fashions . . . Here, two mannequins dressed in textured silk suits 
flank a hanging butterfly mural painted on silk and mounted in 
an abstract frame . . . Tissue paper wisteria is suspended from 
the ceiling in complimentary colors to the merchandise— 


—The view of the center aisle of the main floor of Sakowitz, 

shown at right center, shows the “Spirits of Silk" standing on 

the ledges as well as the butterflies hanging from the ceiling 

in a myriad of colors . . . The illuminated globe on the center 
ledge carried out the World of Silk theme— 


—Shown at bottom right is the scarf ledge on the street floor 

of Sakowitz presenting a life-sized "Spirit of Silk" represented 

here as a butterfly . . . Her wings, flowers, leaves and other 

adornment were executed in silk . . . Again, butterflies in 

various sizes and colors can be seen hanging from the ceiling 

along with tissue paper wisteria suspended close to the 
columns— 
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|) ae was treated to an unusual 
promotion when Sakowitz Bros. made a 
fashionable entrance into the World of 
Silk. 

Window displays, in-store displays and 
departmental displays all emphasized the 
use of silk and did so very artistically. 
Frank J. Foyt, display director of Sakowitz 
Bros., and his staff were responsible for the 
beauty and effectiveness of all the displays. 

In one window, not shown, which faces 
Main street, the main thoroughfare of down- 
town Houston, a stage set was simulated 
with alternating pink and yellow paneled 
stripes. A ruffled china-silk curtain was 
draped to one side of the window, using a 
nosegay as a tie-back. An enlarged spring 
nosegay was painted on the silk curtain. 
The mannequin was dressed in silk crepe 
and posed next to an Italian Provincial 
chair, supporting decorative accessories. The 
card copy read: “Sakowitz makes a fash- 
ionable entrance into the World of Silk.” 

Shown on these pages are two window 
displays and three interior displays showing 
how the promotion was accomplished 
throughout the store. 

These displays heightened not only the 
customer interest in the store but also in- 
creased sales, said Robert J. Rothrum, ad- 
vertising and sales promotion director at 
Sakowitz Bros. 

“At this time we cannot estimate just how 
much this increase has been, but I can say 
from the reports of the departmental man- 
agers that it has been a very healthy one. 
They are all highly pleased with what Frank 
Foyt and his staff have done with their 
excellent and highly artistic displays.” 


—All interior platforms and ledges followed 
through with the “World of Silk" theme .. . 
Shown below is a mannequin dressed in a silk 
hostess robe at the entrance to the Intimate 
Apparel Salon . . . She is backed by a mural on 
silk painted by the famous surrealist artist, Salva- 
dor Dali ... A potted plant, the Imperial Crown, 
stands by the mannequin— 
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SHAN-SHUI MOZAMBIQUE CONTESSA TRAVATEX MIGNON 


Background or Foreground 


VICRTEX VEF VINYL FABRICS 


match your display mood 


Vicrtex Wallcoverings conform- 


ing to U/L specifications now P : 
available on request. “vinyl electronically fused 


Add a dash of inspiration to your display imagination with versatile 
Vicrtex vinyl fabrics. From giant panels to portable displays, accent mer- 
chandise with subdued luxury or sparkling metallic motifs. More than 
200 colors — soft pastels to brilliant tones . .. 50 textures — boldly 
modern to unusual exotics. 


Easy to use; reusable for years, because they’re virtually indestructible. 
Won't chip, crack, peel or fade — resist stain, flame and mildew — wipe 
clean with a damp cloth. 


Write TODAY for swatches, prices and descriptive literature. 


L. E. CARPENTER & COMPANY 


356 FIFTH AVENUE . NEW YORK | e Phone: LOngacre 4-0080 











HANSEN (1-6) TACKER 


This new HANSEN TACKER drives a 34” WRITE today for complete Hansen Tacker 








. 9 Catalog . . . illustrates this great line. 
crown staple in four lengths from %6” to 34”. . : 


Sturdily built and weighing only 1% Ibs., it FN MFG C0 
will assure extra support for displays, fabrics A. L. HANSEN the ; 
and other uses. Chicago 40, Illinois 
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GENUINE BOOK BACKS 


of leading Publishers create the effect of a 
Real Library 
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Best Sellers, College and School Text Books, 
Dictionaries, Classics, Reference Books, etc. 


UNLIMITED VARIETY of colors, titles and sizes. 
All books bicolored LINEN, many gold tooled. 
ITEM EXCLUSIVE WITH US 


Recent Best Sellers and Textbooks...$7.50 per yard 
Children's Books pe aeeee»»- $9.50 per yard 


Order NOW for Back To School from 


WILLIAM L. BAER CO. INC. 


1621 Palisede Avenue, Fort Lee, New Jersey 
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SIGNS & DISPLAYS 


LETRASET ? 
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The actual letter transfers from the 
Carrying sheet and on to almost any 
surface with just a light pressure! 
Hundreds of uses in the sign and 
display shops. 


Available in a wide range of styles 
and sizes. Sheets 10x15” contain 
complete font. Only $1.50 per sheet. 


WRITE — WIRE — PHONE 
FOR SAMPLE AND TYPE CHART 


ARTHUR BROWN & BRO., Inc. 
2 W. 46th St., New York 36, N. Y. 





Ideas Are Everywhere 


A peek into Marion Heuer's "Room of Tomorrow” re- 


veals many display ideas for today, thus illustrating the 


influence and assistance of the interior decorator and 


designer available to the displayman only for the seeing 


ee display ideas are every- 
where you look! Look into the 1961 “Room 
of Tomorrow” designed by Marion Heuer, 
A.I.D., for the National Hotel Exposition 
last November and the Midwest Interna- 
tional Hotel Show this spring. 
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Notice the particular decorative treatments 
in the two photos of various parts of the 
“Room” shown here. 


First, a unique room divider, a series of 
random buckled belts that separates a dresser 
from unique bed-couch. You can see this 
idea adapted as a background for open back 
windows, for a belt promotion, for a display 
of costume jewelry (pin the baubles to the 
belts), and for many other exciting window 
and interior displays. 

The other photo of the “Room” shows a 
wall covered entirely with a mirror, A cera- 
mic panel in its center seems to hang sus- 
pended in open space, a clever idea that 
could be duplicated in window or store. 
At left is another view of the divider men- 
tioned above showing the painting suspended 
between short buckled belts, a novel way 
to avoid the usual back wall placement of 
paintings when used in displays. 


Where ever you go you can see novel 
treatments of conventional materials that 
can be adapted to suit display purposes. This 
is particularly true where imaginative in- 
terior decorators and designers have been at 
work, Interior decorators and displaymen 
have more in common than the occasional 
collaboration with furniture arrangements 
for which they are given credit. 
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SIX STEPS TO STAINED GLASS 
IN YOUR DISPLAYS 


(Continued from page 47) 


The fifth step (5) is the application of the 
various colored stains to the enclosed areas 
of the design with an eye-dropper. The stain 
can be applied by brush, but it is of the 
flow-on type similar to that used to tint 
window glass as protection against sunshine. 


In the final photo (6) Mr. Lanza’s chief 
assistant and the artists examine the frames 
prior to the final step, the masking of the 
glass and painting of the frames in colors 
picked up from the flowers. The frames can 
be painted or finished ahead of time, al- 
though for sake of expediency it was not 
done in this case. 


The two photos of window displays in 
which the stained glass designs were used 
show their versatility. After being used in 
the windows they were relegated to the in- 
terior ledges and fashion departments. They 
can be used to form a triangular column 
with a light source enclosed. 


Judging from the interest generated by 
their initial appearance, Mr. Lanza will have 
to utilize them quickly throughout the store 
before customers purchase them for their 
homes. 


There are many other display uses to 
which the basic materials can be applied. 
For instance, ordinary plate glass can be 
substituted for the special textured glass, 
with considerable lessening of the stained 
glass effect. Mr. Lanza is planning to do 
this in a later promotion. 


The stain will apply easily to acetate film 
which can be decorated and sealed onto a 
vertical window where a stained glass effect 
is desired. It will also create special color 
effects when applied to light bulbs. 


Many more uses are being found every 
day and more will be found as other adven- 
turous displaymen discover its potential. You 
can also expect to see finished designs, such 
as Christmas Nativity scenes, etc., being sup- 
plied by some display firm in coming months. 

The stains are available in quantities from 
four ounces up to gallons. Lead comes in two 
widths, both in reels of 100-foot lengths. 
The glass comes in standard sizes such as 
Mr. Lanza used or can be cut to order. 

Write to Stain Glass Products, 1924 Euclid 
avenue, Cleveland 15, for additional infor- 
mation. 


Spanjer Offers 
New Letter Catalogue 


Dimensional letters and identifications are 
described in a new Wood Letter Catalogue 
published by Spanjer Brothers, Inc. The 
catalogue illustrates 20 different styles of 
stock letters ranging in size from 4 to 30 
inches. 

A special section is devoted to a new interior 
display service offered by the company to pro- 
vide a complete identification and design pro- 
gram for retail establishments. 

Copies of Wood Letter Catalogue W-61 
are available to sign and display contractors 
from Spanjer Brothers, Inc., 1160 North 
Howe street, Chicago 10, or 77 East Halsey 
Road, Parsippany, N. J. Request should be 
made on business letterhead. 
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The FIRST spring pole 
on the market... 


POLECA 


is STILL the 


e BEST - LOOKING 
e MOST VERSATILE 
e MOST RUGGED 


“Handy as a hammer!”, one old POLECAT user told us 
the other day, “. . . and come to think of it,” he added, 
“with a POLECAT I don’t need a hammer!” 


POLECAT’s best-looking because it’s a shining 114” 
column of sleek anodized aluminum unbroken by holes. 
It’s the most versatile because it will fit any ceiling up 
to 15 feet. And it’s sufficiently strong and well-built so 
that it has given hard day-after-day service in hundreds 
of stores for over five years. 


votes BREWSTER, inc 


sole distributor LYME, CONN. ry TEL. GE 4-7423 
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PLEASE CHECK 
CLASSIFICATION 
C] Retailer 

C) Displayman 

[] Display Studio 

C) Display Mfr. 

[) Display Jobber 

C] Nat'l Advertiser 











@ BILL FIRM 


NAME 
FIRM 
ADDRESS 
CITY, ZONE, STATE 
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Display 
World 


The International Display Authority 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 

Air Brushes 

Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Black Light 
Bulletin—Directory Boards 
Card & Mat Board 
Cardwriters’ Moterials 
Color Lighting 
Composition Pieces 
Crepe Papers 

Cut-out Letters 

Cutting Machines 
Decalcomania 
Decorative Papers 
Display Fixtures 
Display Forms 

Display Letters 
Display Racks 
Enlarging Projectors 
Fabrics and Trimmings 
Flags and Banners 
Float Decorations 

Foils 

Glass Sun-fade Tint 
Glass Specialties 
Grass Mats 

Hosiery & Shoe Forms 
Lithographed Displays 
Mannequins 

Metal Sheets 

Millinery Heads 
Motion Displays 
Motion Mechanisms 
Motors 

Mouldings 

Natural Foliage 

Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Plywood 

Price Cards—tTickets 
Price Ticket Holders 
Ribbons 

Sale Banners 

Screens, Display 

Show Card Colors 
Show Cards 

Show Cases 
Socks—Window 
Signs—Brass—Bronze 
Signs—Card Holders 
Signs—Electric 

Sign Printing Machines 
Sleeve Forms 

Spray Paints & Finishes 
Store Designing 

Store Equipment 

Store Fronts 

Tackers 

Time Switches 
Turntables 

Veneers (Imitation) 
Wall Board 

Wigs 

|] Window Lighting 

[) De you wish a copy of their catalogue? 
[) De you plan to remodel your store soon? 
[) De you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI 1, OHIO 
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—American wine producers would be glad to see 
some U. S. store use this theme in its displays 
. . « This is one of a series of windows by Hubert 
Fischer, display director for Neckermann K. G., 
Stuttgart, Germany, proclaiming: "New Wine — 
New Fashion." Of course, the purples and violets 
reigned throughout, either in the merchandise or 
as background for such items as white shirts .. . 
Check with your local wine firms for the dates 
They'll be glad to 


cooperate— 


this coming year 


—Huge dragonflies with wire bodies and with 
wings covered with sheer fabric play a prominent 
role in this frilly feminine display of gift sug- 
gestions in the window of GUM, Moscow, the 
. . Evidentally 
the back of the window is also glassed, thus 


USSR's largest department store . 


making the display visible from store interior as 

well as street . . . The dragonflies are harnessed 

to a wire carriage loaded with wrapped gifts 
atop which a doll sits as driver— 


—European stores also have their import fairs in 
which merchandise from other continents is pre- 
. In this case Ben- 
talls, Kingston-up-Thames, England, staged an 


sented to their customers . . 


“American Fair featuring goods only recently 
permitted entry ... As a background in each of 


the windows featuring the merchandise was a | 


photo blow-up flanked by red and white striped 
bunting, the motif used throughout the store... 
The photos depicted landmarks and points of 
historical or geographic interest in the U. S. and 
were chosen to show the diversity of scenery and 
. For example, a 
picture of an Indian pueblo at Taos, N. M., was 
placed alongside that of a typical New England 
church . . . A reproduction of the Declaration 


national characteristics . . 


of Independence and a large floral arrangement 
was the effective centerpiece of the main corner 
window ... This window boasted the only set of 
State flags available in the United Kingdom... 
The recent introduction of Ten Pin Bowling lanes 
into Great Britain also presented an excellent 
opportunity to include a window of American- 
made sportswear, bowling equipment, etc., with 
technical advice being supplied by the manager 
of newly opened lanes nearby . . . Miss Ann 
Potter is display manager of the store— 
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AT ITS 


= 
>| BEST! 
TRIMLok 


Economy Line — Store Equipment 


Designed for LOW COST and FAST INSTALLATIONS! 
Complete departments can be quickly laid out and 
assembled for specified merchandise that requires special 


presentation. A complete line including: 


Sales tables, Feature 


tables, Platforms, Pok-a-dot perforated metal shelving, Cash wraps, 

Slotted over table uprights receive brackets, Shelving, Hang rails and 
perforated hard board. The basic table components are few but the combinations possible 
are unlimited. The TRIMLok Economy Line has been accepted and adopted as standard 
equipment for many of the country's leading retailers. 


Plan Your New Store or Remodel with TRIMLok 


Use our... 


STORE PLANNING SERVICE 


Representatives throughout the Northwest 


MAX SCHACHTER CO. 


9400 S. E. Powell Bivd. © Portiand, Oregon 


Telephone: PRospect 1-2131 











FLASHERS 


Since 1900 


Force Attention, Increase Advertising Value 


REZH2ERS 
® ELECTRIC COMPANY 


3055 RIVER ROAD 


RIVER GROVE, ILL. 











It's New! 
It's Sensational! 


BURLON Pre-Paste BURLAP 


Finest Wallcovering 
8 Decorator Colors 
Just Wet and Hang 


A Bonded Super Quality 
Burlap Laminated to 
Paper 37 In. Wide 


Exclusive Franchises Being Arranged 


MANUFACTURED BY: 


VAN ARDEN FABRICS MERS. 
9 N. MOORE ST. © NEW YORK 13, N. Y. 


DO YOU SELL ANY 
DISPLAY ITEM BY MAIL? 


Nationally-known Northwest manufacturer of 
display items for retailers wishes to exchange 
mailing list of 50M buyers with other firm 
selling similar line by mail. Would also rent 
your list or pay agreed rate for addressing 
our envelopes. If interested in sincere dis- 
cussion of mutual advantages, please advise. 


BOX 5-AB 
DISPLAY WORLD 




















WHEN WRITING TO OUR ADVERTISERS 
PLEASE MENTION DISPLAY WORLD 








CLOSE-OUT 
STANDARD 
DISPLAY WORLD 
BINDERS 


$ 7 5 CAPACITY 


8 TO 10 COPIES 
Prepaid ONLY 
No Foreign Orders 


DISPLAY WORLD 


CINCINNATI 1, OHIO 
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Attention DISPLAY MEN 


BRING OUT THE BEST 


IN YOUR WORK 
USE "The Quality Line” 
For Your Backgrounds 


Insist On Bulktou 
107 In. Wide SEAMLESS Paper 


Available in 5 nS 


Write for 
Free Coler Card 


© INSPECT your DELIVERIES — « Don't Accept « Substitute 


Don't Be Switched — «sist on » reoven rroovcs 


SUPPLIED BY A RELIABLE SOU 


JOBBER INQUIRES INVITED 


BULKLEY DUNTON & CO., INC. 


CORRY 2-8257 CORRY, PA 


.... display creators 


display manulacturers 


é a : 
david hamberger ine. 


DESIGNING TODAY FOR 
A BETTER TOMORROW 
(Continued from page 28) 

right to compete favorably in consumer 
goods as well as in the fields of capital 
goods for which the Isles have always been 
eminent, although rather old-fashioned and 
conservative. 

Not the climax but definitely a milestone 
in this progressive route was the presenta- 
tion of the 1959 International Golden Com- 
passes Award to the Council of Industrial 
Design by La Rinascente, Italy’s largest 
department store, for outstanding contribu- 
tions to industrial design. In making the 
award, the jury described the Council as 
“the oldest and most efficient government 
organization for the development and popu- 
larization of good design.” This horor is a 
deserved tribute to Britain’s prestige abroad 
for fresh, imaginative, modern design. 


Britain’s export trade is once more a talk- 
ing point. Recognizing the need to exploit 
every opportunity for showing the best of 
British design abroad, the Council arranged 
exhibitions in various cities throughout the 
world including participation in the British 
Exhibition at New York City last June. 

Outside of these international presenta- 
tions of British goods, the primary activity 
of the Council is concentrated upon the 
paramount problem of assisting the indus- 
tries to improve their product designs and 
then instilling in the public an awareness 
and appreciation for the improved products. 

As a government-subsidized organization 
deriving some revenue from payment for 
services, the Council of Industrial Design is 
in the enviable position of being able to 
render impartial service to all industry 


rather than only to a small membership 
group supporting it through grants or sub- 
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APVERTISING DISPLAY STYLIST 
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sidies. Thus its services are available to 
both the firms employing the best in design Aa i e 


techniques as well as the those struggling 


sc inpovend ee set se" || WOODEN MANNEQUIN GLOVE HANDS 
terested in improvement. 


One of the primary ways of bringing this 
story of progress through design to the ? These are the famous imported wooden 
ilted dibtin- io The Desien Coule: as - = —_—— hands displaymen have _been asking for. 
athliation with the Council having responsi- —— iit | Graceful and articulated in ALL fingers and 
bility for the exhibition functions at home et ae ) joints, they fit on mannequins same as regular 
and abroad. ri “Sie hands. 

In addition to the international exhibitions , — The advantage in using them when displaying 
established throughout the world in co- aie “ gloves are many .. . they save much time and 
operation with retail stores, trade fairs, . _— are easy to dress . . they show gloves in 
etc., The Design Centre operates a perman- a, more graceful and varied poses . . . they save 


Bak: the gloves from stretching and tearing .. . 
ent exhibition hall at its headquarters in , 
London and also arranges exhibitions in the and THEYRE EXCELLENT FOR HOLOING 


provinces occasionally OBJECTS SUCH AS HANDBAGS AND UM- 
BRELLAS, ETC. 
During the one year recently, 688,000 wees 


people visited The Design Centre, main- $91 50 
taining the average daily attendance at over ° pr. 





2,200. The audience is mostly of young Sole distributor U.S.A. 


Write for info on other wooden glove hands. 


married or engaged couples. More than 400 
parties of school children visited exhibitions. . 

Lectures are given throughout the country Q LUG Q HOLE 
arranged by the Council. Photographic dis- 
plays of the winners in an annual design Te order mark as to lug or hole fitting. 
contest are lent to local galleries and Mail orders filled immediately! 


museums, approaching an audience of over 
90,000 additional people. A magazine is pub- — 
lished monthly containing the latest design Se ——, AMERICA’S FINEST CLEAR PLASTIC BOXES, 
accomplishments. = io = he pee THREE SIZES HIGH, TO STORE, 

The Scottish Design Centre operates under . ° "Sagat Riaaanine tisdale ae 
the Scottish Committee of the Council and is 


mil : * ae Cantina . ee Be. eR ie. WITH GOLD “FLEUR DE LIS’ DESIGN AT 
similar in operation throughout Scotland, . % ie ne 
with headquarters in Glasgow. kia . a ah NO EXTRA COST! 
Shown on these pages are photos of dis- | QO a [ere a ee The only Decorated Plastic Boxes 
plays from various exhibitions conducted | | (QBN Bite  t— on the market! Does not inter- 
throughout the year. From them you can | Ne NAN a ———— pe ania of contents, 
LA” B | oe WN) Otne- yg —<—.* ut so enhances the appearance 
readily see that only the best display tech ! | —— | OE ol ih tet nation Can 
niques are employed to enhance the design 


they are fast becoming standard 
of the products. It is easy to see why mer- in leading Department Stores 


chants all over the world are convinced | {— . . a s —o 2 ~. | and Specialty Shops everywhere. 
that quality products, well designed, are | | : . te | Boxes are 15” long and 11” wide 
easiest sold by display. If the efforts of the | | ’ , — sa ~ XA — | F415D 4” high $2.50 each 
Council are progressively successful, many | | Fs > » wee. §. &§  § | 5150 5” high $2.75 each 
of the products will be of British origin. AY «SSD tt” #615D 6” high $2.95 each 
On the other hand, American desi gners | | . * ee bs | : 4 ; ~~. * , - : —_ oo be rent ns > 
have given indication that they are off their e: : a — fof : me Se pees without Fleur de Lis design, omit the 
complacent diet of prosperity pie and are - 3 ee ee | fetter *'O” after Style Number. 


ready to face the competition from any cor- : WEDS 6 ee oe. . 

ner. And it will be up to display to present “ale ta, Se ° 

the progeny of their drawing boards to 3\*< ao : G 
the ultimate jury of consumers where ever Sik.” = 


they may be. 




















THE RED WING BUILDING 
Carson's Announces STAMPED ONTO FRONT OF BOX. Witt Sayre eaedigalte 
: NOT RUB OFF. WASH OFF OR FADE Write for 80-Page Catalog showing our complete Line. 
Personnel Promotions Jobbers’ inquiries invited. 

Clement Bradley, display director of Car- 
son, Pirie, Scott and Co., Chicago, an- 
nounces four promotions within his depart- 
ment, 

Dick Minto, former window display man- 
ager, has been made Mr. Bradley’s assistant. —— 
Bill Babcock, who formerly was Mr. Minto’s . MANEQUIES 


assistant, has been promoted to window dis- > 4 
ie sulmaiie Tic Lamia. wie-aae ee : TAPETES de PASTO YOUR OWN INITIAL IN A WOOD LETTER 
viously assistant to the interior display man- MOTORES VUE-MORE Designed and made with the skill 


ager, has been made interior fashion man- , 2 FLORES de temporada... and artistry of 30 years in the 


field that fine cut wood letters 
ager. Jim Irby, former assistant home fur- bring. Style and price sheets sent 
nishings manager, has been promoted to in- y el mas completo upon request. Special discounts 


terior home furnishings manager. surtido en papeles | to large users. 

Mr. Bradley’s department handles window | 
and interior display for the main store and 
its ten branches in the Chicago area, the * 
latter through Stan Czech, branch store , ’ 1) 439 ADA 
coordinator. 











y articulos para 


aparadoristas 3 e BROS. 





ANA JE 112 N. 9th St., Phila. 7, Pa. 
MERIDA 146 Tel. 28-95-35 MEXICO 7, D.F. WAlnut 2-5334 « WaAlnut 2-4953 
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BOOK 
ON DISPLAY 


DYNAMIC DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


e 268 Pages 


e More than 600 illustrations 
e Size 9 x 12 inches 


e Cloth bound 


e Now in third edition 
e Contains everything about Display 


—YOU MUST HAVE A COPY 
.. to make your displays sell more goods faster 
. it's the kind of book you have been waiting for 
. it's a necessity for everyone engaged in display 


or using displays 


PARTIAL LIST OF CONTENTS 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

Howto Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 


Variations on a Basic Idea 
The Display Calendar 

Layout of Merchandise 

Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


PRICE +10 POSTPAID 


immediate Delivery! 


Order Your Copy NOW! 


ae ony y 4 ee 
FRANK 4 GANA 
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Endorsed 
by the country's 
foremost display directors. 


Li's 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete treatment 
of modern display technique and practice. The student will find it a 
sure guide to display techniques and a real help toward steady 
improvement and perfection in his work. For the experienced and 
professional displayman it is rich in display ideas and an invatuable 
reference work — in fact, a display library in itself. Retailers, both 
large and small, will find it a positive guide to good selling displays. 
The author draws freely on his wide experience to explain each facet 
of retail display and shows by photographs and sketches the practical 
application of display techniques for modern displays that sell. 
Display problems and their solutions are explained in detail. It gives 
display a scientific background to make the medium of display more 
powerful and effective. Study the partial list of contents and you will 
realize that this is a book you MUST have. Its value to you cannot 
be measured by its reasonable cost. 


§ DISPLAY WORLD, Cincinnati 1, Ohio 


[] Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 


[] Please send me a copy of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (All foreign 


combination orders except Canada $1.00 additional.) 


NAME...... 
STREET 








- 
£2 
“< 


.... AONE.......... STATE 
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Electronic Audio Programmer 
Actuates Relays Automatically 

A new, compact electronic programmer 
with separate sound and inaudible signal 
channels which actuates relays automatically 
has been developed by Techni-Art Engineer- 
ing. Called REL-A-TRON, the instrument 
is basically a compact tape recorder with an 
electronic timing unit which enables it to 
operate cycled motion type equipment such 
as slide projectors, animated displays, etc., 
with or without sound. 

A unique feature of the unit enables the 
user to change cycling signals at the push 
of a button. 

The REL-A-TRON is equipped with a 
continuous tape magazine, with graphited 
mylar tape and is built to withstand rough 
handling. The unit operates on 115/120 volts 
AC, has a built-in speaker and provisions 
to drive a remote speaker and/or audio 
amplifier. For information, write to the firm 
at P. O. Box 96, Glendale, Calif. 


British Market Week 
Grows From |5 to 54 Firms 

Success of display market week conducted 
in London this past February can be judged 
by its growth of the past four years. From 
15 exhibitors in 1958 to 54 firms at the Feb- 
ruary indicates the interest of the 
sritish display industry. The fact that most 
of these have already indicated interest in 
the 1962 market week indicates that 
stantial business was generated and 
enthusiasm continues at a high level. 

Eric Cutler, director of The National Dis- 
play Equipment Association, sponsoring or- 
ganization, noted the increased number of 
important visitors particularly from the Con- 
tinent and United States, all of whom are 
welcome. 


show 


sub- 
that 


COMING UPI 
American Camp Week 
National Foot Health Month 
Clean Up-Paint Up-Fix Up 
Community Development Month May 1-31 
National Home Improvement 
Month 
87th Kentucky Derby 
World National Family Week 
World Red Cross Day 
Let’s Go Fishing Week 
National Luggage and Leather 
Goods Week 
Mother’s Day 
National Multiple Sclerosis 
Month 
National Arts and Crafts 
Month 


May 1-8 
May 1-31 


May 1-31 
May 6 
May 7-14 
May 8 
May 13-20 


May 13-20 
May 14 


May 14-June 18 


: .May 15-June 15 
*Armed Forces Day... ,ecccss a 20 
National Salvation Army Week... May 21-28 
*Memorial Day (Decoration Day)...May 30 
(DISPLAY WORLD will be glad to fur- 
nish the name and address of any spon- 
sors of the above-mentioned events. Many 
of them make available free posters or other 
display material as well as ideas for dis- 
plays tying in with the occasion. Simply 
address your request to the Editor, DIS- 
PLAY WORLD, Cincinnati 1. 
* These observances of a national nature do 
not have specific sponsoring organizations 
supplying promotional materials; however, 
local groups can usually be contacted. 


MAY, 1961 


R » e ° 6 
MAY, 1936 

First prize in the national display contest 
conducted by Edison Electric Institute was 
won by George H. Wagner, George B. Peck 
Company, Kansas City. The award consisted 
of an all-expense-paid trip to Cuba. 

James Cook was made display manager for 
The Fair Store, Fort Worth,. He had been 
first assistant to W. L. Huntsman, succeeding 
to the position on the latter’s death. 

Top prize winner in the National Baseball 
Week display contest was L. E. Summerton, 
Sauer’s, Memphis. 

George Stevens, Montgomery Ward & Co., 
was elected president of the Spokane Dis- 
play Men’s Association. Oscar Oecks was 
named vice-president. 

The Bozeman, Mont., Display Club had 
the following officers: Jack Vickey, J. C. 
Penney Company, president; Lou Paine, 
Chambers-Fisher Company, vice-president, 
and Don Fletcher, Gallatin Hardware Com- 
pany, secretary-treasurer. 

Sandy Young resigned as display manager 
for Day’s, Spokane, to join the Coulee Trad- 
ing Company, Mason City, Wash. 

First prize in Artcraft hosiery display con- 
est was awarded to Arthur Cowley, The 
Addis Company, Syracuse. 

H. N. Badin, formerly of Mandel Brothers, 
Chicago, became head of the display depart- 
ment at Lerner’s State strect store. 

Alvin Tarpey took over display at De 
Jong’s, Evansville, following his resignation 
from the display staff of Wm. H. Block & 
Co., Indianapolis. 


MAY, 1951 

Store window lighting, which had been 
banned in the United Kingdom during recent 
months due to the local shortage, was re- 
stored. 

Richard H. Ferguson became display direc- 
tor for Rimes & Hildebrand, St. Joseph, 
Mich., after leaving Montgomery Ward & 
Co. of that city. 

Howard Backer, display director of Stix, 
Baer & Fuller, St. Louis, was elected presi- 
dent of the Southern Display Association at 
its convention in Dallas. He succeeded Eddie 
Nunan, Jas. K. Wilson Company, Dallas. St. 
Louis was chosen as convention city for the 
following year. Guy Malloy, display director 
for Neiman-Marcus, was designated by the 
SDA as “Displayman of the Year.” 

Edward H. Lamprich, display manager for 
Laclede Gas Company, was elected president 
of the St. Louis Display Guild at the monthly 
meeting. Outgoing president, Joe Mercurio 
of Garrison-Wagner Company became chair- 
man of the new board of directors. 


Halzel Joins Crown 
As New President 


Harold J. Halzel has acquired stock owner- 
ship of Crown Displays, Inc., Providence, 
R. IL., and has become its new president. He 
succeeds Bolek C. Spieczny, former part 
owner and president, who is no longer asso- 
ciated with the firm. 

Mr. Halzel retained his position as com- 
pany treasurer which he has held since join- 
ing the firm ten years ago. 











SUN-RESISTANT 
and PERFECT for 
AIR-BRUSHING! 


WIN-DO-DEC 
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Write for a free sample kit, showing 
our range of 18 beautiful, sun-resistant 
colors. This corrugated display material 
is made from 100% bleached sulphite 
paper to insure bright, uniform colors. 
Win-Do-Dec features back guides for 
easy cutting of letters and numerals. In 
rolls, or in sheets cut to your specifica- 
tions. Now available: flame-resistant 
WIN-DO-DEC! 


WIN-DO-WAVE 


Try this wavy-patterned floor and back- 
ground display material. The pattern is 
unusually attractive. It is completely 
flexible . . . yet stiff, crush-proof and 
re-usable. Bleached kraft assures its 
strength and sturdiness. In 18 vibrant, 
sun-resistant colors. In rolls, or in sheets 
Write tor free sample 


to your specifications. 
kits and see these gas 


materials for yourself! — 


AJAX BOX DIVISION 
St.Regis 
7701 West 79th St., Oaklawn, Illinois 
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WARDROBE 
MASTER 


THE 
= 


Rental of authentic and reproduc- 
tion period costumes and accessor- 
ies in sizes to fit contemporary 
display mannequins — mannequin 
wigs dressed in period styles... 
Costumes are complete with acces- 
sories and any required hoops, 
bustles and pads, to create a true 


period silhouette. 


J. HERBERT CALLISTER 


411 LYDALL ST., MANCHESTER, CONN. 
Mitchell 9-6319 








Are You Interested 
In Screen Printing? 


If so, you may also 
be interested in 


SCREEN PROCESS 
Magazine 


Stores, display manufacturers and 
studios have found this monthly 
publication of indispensable value 
in helping them produce effective, 
low-cost, versatile signs and displays. 








di at ete cee | 


SCREEN PROCESS Magazine 
Box 1171, Cincinnati !, Ohio 


Enclosed find $.. y 
subscription to SCREEN ‘PROCESS Magazine start- 
ing with the next issue. 
|! Year—$5.00: 2 Years—$8.00: 3 Years—-$10.50; 4 
Years—$13.00: 5 Years—$15.00 in United States, U.S. 
possessions and Canada. (Add $1.00 per year to 
all other countries). All subscriptions payable in 
U. S. funds. 


FIRM 
ADDRESS 














Leonidas from page 8) 


Father's Day Council, 


it surprises us to find so 


few display firms offering a wide selection of 
props and display campaigns for this important 


promotion. 


This also applies to display materials 
for Mother's Day now at hand. 


It would look 1ike 


many members of the display industry are missing 


out on a good thing, 


even though preparation of 


Fall and Christmas lines must receive the prime 


effort at this point. 


Cordially yours, 


tt 





44Consumer reaction indicates about one- 
third of the consumers who make a major pur- 
chase are persuaded by newspaper ads... 

“Tops among reasons why consumers like 
to shop certain areas are personal service, con- 
venience offered and the attractiveness of the 
store, in that order. 

“Men prefer shopping alone while women 
like shopping with families or friends. 

“Impulse buying downtown was of less in- 
terest than impulse buying in the shopping 
center. 

“Men like the leisure shopping of the shop- 
ping center as against the bustle of the down- 
town areas, although men buy more of their 
clothing downtown. 

“Bargain hunters enjoy shopping the neigh- 
borhood stores and shopping centers rather 
than downtown stores. 

“.. . 50 per cent of the women buy clothing 
for their men while only 17 per cent of the 
men buy for women.”—excerpts from a film 
produced by the Bureau of Advertising of the 
American Newspaper Publishers Association, 
based on an extensive survey in several major 
trading centers. 

* 

ééThere is another limiting factor for sub- 
urban shopping center growth which cannot be 
overlooked. Any future shopping center is 
likely to find itself in stiff competition not only 
with the many existing suburban shopping 
centers, but also with a stronger, revitalized 
downtown. 

“*Downtown’ seems poised for what could 
be a startling recovery. If downtown has 
reeled under the blow of suburban shopping 


center development, it has certainly not failed 
as some predicted it would. Its resurgence 
may well supply the 60s with the dramatic 
impact with which regional shopping centers 
supplied the 50s. 

“Federally assisted urban renewal projects 
are under way in villages and large cities all 
over the country. But even more significantly, 
downtown revitalization programs are being 
undertaken voluntarily by merchants, business- 
men and civic leaders united in a common 
cause. Once-bitter competitors on Main Street 
are finding themselves pulling together in the 
tug-of-war with suburbs. A whole new in- 
dustry of specialists in downtown problems is 
growing up to help Main Street in its fight.”— 
by J. Gordon Dakins, executive vice-president 
of National Retail Merchants Association, in 
Stores magazine. 

e 

4é4Furthermore, I think common sense also 
tells us that as total advertising expenditures 
skyrocket, the greatest threat for a product is 
not being heard at all. 

“I believe that more and more of our top 
managements are aware of this log-jam and 
sense they can no longer afford the luxury of 
playing it safe—or of avoiding mistakes. I 
think managements will and should look with 
an increasingly suspicious eye toward market- 
ing programs that are described as ‘this one 
always works’ or ‘the old reliable.’ 

“Further, I believe management should and 
will insist that marketing programs have that 
indefinable quality called excitement and news 
—of points of difference that make the prod- 
uct seen and heard above the high noise level 
we are certainly going to experience. 

“Taking marketing risks by trying the un- 
tried will more often be the order of the day 
in the sixties. 

“In short, I believe ideas and the people 
who produce them will become highly re- 
spectable again in the next decade... 


DISPLAY WORLD 





“As more and more manufacturers find that 
they can’t get adequate distribution or ade- 
quate retail selling support (in spite of in- 
creasingly costly advertising effort), | think 
they will find ways of having more direct 
physical contact with the ultimate consumer. 

“IT will be surprised if the sixties don’t bring 
us a marked increase in selling which makes 
shopping more personal, more fun and more 
informative for the consumer—such as: house- 
to-house selling, telephone selling, shopping in 
and from the home and manufacturer display 
centers.” 

—from a talk by Peter G. Peterson, execu- 
tive vice-president of the Bell & Howell Com- 
pany to the Graduate School of Business and 
The Executive Program Club of the Univer- 
sity of Chicago, Ninth Annual Management 
Conference, March 1. 

® 

4¢é4Stores can’t afford to use old mannequins 
with outdated wig styles. If they don’t have 
the money for many mannequins, they should 
use one—but it should be a good-looking, 
stylish model. For many small retailers, the 
windows are the only sales promotion medium 
available. They should do their best to make 
the windows look their best.” — by David 
Dunay, display director of Stern Bros., New 
York City, in Women’s Wear Daily. 





Adler Jones Changes 
Name, Owners 

On April 6, rumors of impending changes 
at Adler-Jones Company became reality. The 
name of the 45-year-old display designing 
and manufacturing firm was changed to Ad- 
ler Jones, Inc., and three new owners came 


DWIGGINS CUMMINS 


on the scene. James Cummins, Len Dwig- 
gins and Robert Valentine, all familiar 
names in display circles, have assumed man- 
agement from Joseph Adler, Jr. and Richard 
Adler, both sons of one of the original 
founders. 

The firm was founded in 1916 by Joseph 
I. Adler and Harry Jones, both of whom con- 
tributed substantially to the progress of the 
display industry during their vigorous life- 
times. Richard Adler is a member of the 
board of directors of the National Associa- 
tion of Display Industries. 

James Cummins, the new president of 
Adler Jones, Inc., comes from a solid back- 
ground in display for various stores through- 
out the middle west, beginning with Paducah 
Dry Goods, Paducah, Ky. Most recently he 
has been a highly successful freelance dis- 
play consultant in the Chicago area. He was 
recently elected president of the Chicago 
Display Club. 

Len Dwiggins will serve as vice-president 
in charge of customer relations. Likewise, 
Mr. Dwiggins brings to the firm experience 
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in all facets of display, including the indus- 
try. Most recently he was director of the 
display division of Reyburn Manufacturing 
Co. His services as a lecturer in display 
clinics conducted by the University of IIli- 
nois, Michigan State University, Monmouth 
College and New York University have been 
much in demand. 

Robert Valentine, new treasurer of the 
firm, will retain his present position as dis- 
play director of Gately’s People’s store in 
Chicago. 

No sweeping personnel or policy changes 
are anticipated for the time being, though 
plans for the future include extensive new 
ideas to be incorporated into Fall and Back- 
to-School lines to be revealed shortly. 

John Fielding has been assigned the sales 
territory of lowa, Nebraska and Minnesota, 
formerly handled by Ernie Meier, now de- 
ceased. 

Both Richard and Joseph Adler, Jr. will 
remain with the firm for several months in 
advisory and sales capacities. The brothers 
expect to enter the wholesale business in 
imported flowers following this period. 


Summer Supplement 
Offered by Park Lane 


A catalogue sheet containing summer dis- 
play accessories, in particular for swimwear 
displays, is being offered by Park Lane 
Products Co., 45 E. 30th street, New York 
City 16. Write for a copy if you have not 
received one yet. 


Miller Appointed 
By L. Hart 

L. Hart & Co., San Jose, Calif., has ap- 
pointed Robert Miller as display manager, 
succeeding Earl Filben. Mr. Filben joined the 
staff of San Francisco architect John S. Bolles 
for retail store layout and design specialization. 


Two Promoted 
By Display Masters 

Development of long-range plans for ex- 
pansion have led to two promotions at Dis- 
playmasters, Inc., nationwide display and 
design firm. Robert Plummer, with the com- 
pany in an executive capacity for eight years, 
has been named manager of the newly-cre- 
ated special products division, organized for 


PLUMMER 


NELSON 


the development, manufacture and sale of 
specialty items, in-store merchandising units, 
point-of-purchase displays and other quan- 
tity production items. 

Vincent L. Nelson, formerly sales repre- 
sentative for Wisconsin and lowa has been 
named assistant sales manager. He will con- 
tinue to serve these states in addition to 
his new duties. 


j 











LOW-COST 
FASTENERS 


for 


DISPLAY 
ASSEMBLY! 


Here’s the perfect all-around fastener for assem- 
bling knock-down displays, window dressi etc. 

Knobby Twist Pins! Sturdy corkscrew ign 
inserts easily, holds corrugated, paper, ribbon, 
fabrics firmly. Clear plastic head is neat but 
practically invisible. Easily ‘‘unscrewed” for reuse. 





Choose Any Length 


Fy 
%"' pin 
Extra Long 
A, %," pin 


Knobby Kraft 


Learn HOW To 
RIG and FORM 


MEN'S WEAR 
for Display expertly and professionally 


Regular . 
%,"" pin 500M-999M 5.03/M 
1,000,000 up 4.86/M*‘ 


2% 10 days, net 30 
FOB Attleboro, Mess. 











SAMPLES! 


Dept. DW, North Main Street 
Attleboro, Mass. 








The most useful book ever written about 
RIGGING and FORMING 
Men's Wear for Display 
by Lloyd L. Buzan 


This is the book display men and store owners 
have been wishing for. With the aid of this book 
anyone can learn how to handle men's wear like 
the famous men's stores. The professional methods 
ef rigging and forming men's wear explained by 
step-by-step photos (over 375 illustrations) with 
easy to understand instr .ctions. Worth five years 
training under a professional trimmer. Learn the 
newest procedures in rigging Shirts, Underwear, 
Ties, Robes, Shoes, Hats Slacks, Suits on half 
mannequins, Suits on mannequins, folding, laying, 
and hanging Topcoats — everything from hats te 
shoes fully discussed including tools of the craft 
Don't be without it. Worth ten times the cost 
106 pages 9x!2 with hard cover. 


$10.00 postpaid 
Order your copy today 
DISPLAY WORLD, CINCINNATI, OHIO 
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AAT ARS 
“FATIGUE-PROOF” YOUR DISPLAY BOOTH 


with 
DECORTILE INTERLOCKING 
RUBBER FLOOR TILES 


... at a very low cost! 
DECORTILE requires no 


mastic, cement nor special 
skills to install! Interlock- 
ing rubber blocks just drop 
into place and can be 
re-positioned and re-used 
show after show. DECOR- 
TILE was developed after 
intensive research to pro- 
vide a resilient, sound absorbing flooring to re- 
lieve foot and leg fatigue of those who must 
stand for hours at the booth. It will not 
creep or crawl as carpeting does when heavy 
equipment is being displayed. Attractive patterns 
can be arranged from the wide choice of decora- 
tor colors available. When used as wall treat- 
ment, only a small amount of spot cementing is 
necessory. Minimum maintenance consists of 
damp mopping with mild detergent. DECORTILE 
is convenient to handle and store with the 
metal carrier box that is available. SIZES: 24" x 
24" x 1%" thick; 9" x 9" x 4%, %, or ¥%" thick. 
Bevel edging for approaches available. For com- 
plete information regarding DECORTILE, write: 


M. M. LEVITT 
Specialized Flooring Division 


MITCHELL RUBBER PRODUCTS, Inc., Dept. 56 
2114 San Fernando Road, Los Angeles 65, Calif. 


WW. H. DISPLAY CO. 
126 Eleventh Ave. 
New York City 11 








FOIL PAPER 


Puffing Foil & Base Metal 
R. A. OHLHORST 


278 Johnston Ave. Jersey City 4, N. J. 











BRASS & CHROMIUM RAILINGS 


for every purpose Since 1900 


TIONARY 
‘ D ROPE 
S. PARKER HARDWARE MFG 


CORP. 
27 LUDLOW ST. N_Y.C. 2. N_Y.-WAlker 5-6300 





DEKOPHANE 
The Technical Cement 
| Quart . . . $6.75, Post-paid 
THE Cavern’ ESSENCE CORPORATION 


ook, New Jersey 
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MEET ME AT THE EAGLE 
IN WANAMAKER'S 


(Continued from page I!) 


Grand Court and drapes are used as back- 
grounds. The ledges in the Grand Court and 
display counters are decorated with fresh 
spring flowers. The flowers are for sale. The 
Wanamaker Easter display goes back many 
years. 

In recent years, the store’s Christmas motif 
in the Grand Court has featured a giant re- 
production of a cathedral facade on one wall 
and opposite the “Tree of a Million Lights” 
surrounded by Christmas fountains that per- 
form to specially recorded Christmas music. 


Wanamaker’s is strong on tradition, but in 
recent years it has also modified a tradition 
by transferring its unique animated Christmas 
window displays to the auditorium. This was 
done to make it more convenient for the 
children and adults to enjoy the display in 
inclement weather. The change has been ac- 
cepted by most people and now the store can 
use these windows for most direct merchandis- 
ing. During the year the windows are changed 
every ten days. 

These windows are planned many months in 
advance in a team-work session between the 
display people and the various departments. 


The Chestnut Street windows are generally 
dedicated to high-style fashions, with fine ac- 
cessories; the arcade entrance from Chestnut 
Street has selected merchandise from the men’s 
department. Thirteenth Street windows fre- 
quently display books and merchandise, such 
as linens and towels; Market Street windows 
feature furniture displays and selections of 
fine home furnishings. The Juniper Street 
side, near Market Street, displays are usually 
devoted to men’s wear and sport coats. The 
motor arcade windows display fine perfumes 
and jewelry, while the windows nearby always 
feature women’s tailored blouses, skirts and 
sweater ensembles. The windows on Juniper 
Street nearer Chestnut feature men’s fashion. 


There might be variations from time to time 
but there is no radical change in the format. 
The backgrounds must complement the mer- 
chandise not only in color but in design. 
Everything is done in good taste and with the 
proper measure of correctness. You will not 
find a Wanamaker window that shouts. Each 
window is an artistic composition in itself. 


Displays at Wanamaker’s, both window and 
interior, are tied in closely with top manage- 
ment policy. Frederick M. Yost, vice president 
and sales promotion manager, is in overall 
charge. He reports directly to the president, 
Richard C. Bond. The store’s display di- 
rector, Vaughn Fletcher, reports to Mr. Yost 
and is assisted by John Winters, director of 
display designs. 

Brainstorming sessions are often held to 
select the best merchandise and display ideas. 
Plans for displays which will commemorate 
the store’s 100th anniversary are being worked 
on. Wanamaker’s was founded on April 8, 
1861, three days before the start of the Civil 
War. 


During the anniversary year many institu- 
tionnal displays will be installed in the win- 
dows and interior of the store. 


One of the main features of the store is 
the fabulous Wanamaker organ. The console 
is on the second floor in the Grand Court. One 
of the largest in the world, the organ has 30,000 


pipes. It is on the South facade. The founder 
purchased it at the St. Louis Exposition in 
1911 and 13 flat cars were required to trans- 
port it to Philadelphia. 





Guinn Heads Sales 
For D. G. Williams 


As first step in a general program of ex- 
pansion, Ralph W. Adler, president of D. G. 
Williams Inc., New York City, has an- 
nounced the appointment of Harold F. Guinn 
as sales manager. 

The Williams organization, established 
1889, has become the world’s largest manu- 
facturer of high fashion mannequins and 


— Harold F. Guinn — 


displayers, racks and costumers of the better 
type. Its customers include department and 
specialty stores throughout North America 
and in many countries of Latin America, 
Europe, Africa, Asia and Australia. 

Mr. Guinn, for 15 years sales representa- 
tive for Williams in the New York area, was 
previously eastern sales manager of the Re- 
flector Hardware Company of Chicago, and 
before that national interior display director 
for Montgomery Ward. 


Outlet Company Announces 
Display Personnel Changes 


John Tesorero, sales promotion manager 
of The Outlet Company, Providence, R. L., 
announces the promotion of Edwin C. Lynch 
from assistant display manager to display 
manager effective July 1. He succeeds Ar- 
thur Beaudry, present display manager since 
1956, who is retiring July 1. 

Mr. Beaudry has been with The Outlet 
Company for 43 years and was former as- 
sistant to Frank Mulvey, now deceased. 

Maurice E. Benson, assistant display man- 
ager of Gladdings of Providence, will as- 
sume the same position for The Outlet Com- 
pany effective July 1, and Edward White, 
presently in charge of the men’s store, will 
become Mr. Lynch’s assistant on that date. 


Bliss To Speak 
At Education Meet 


Al Bliss, president of Bliss Display Cor- 
poration, Long Island City, N. Y., will be 
among the principle speakers during the 
sixth annual New York State Distributive 
Education Teacher-Coordinator Conference 
to be held at Albany, N. Y., April 21-22. His 
subject will be “The Use of Display as a 
Merchandising Device.” 


DISPLAY WORLD 





COLOR FORECAST 
FOR FALL, WINTER 


(Continued from page 43) 


other a bright navy. By next spring, we'll 
see an enormous gray revival, going into the 
paler silver gray cast. And the bright navy, 
too, for winter looks very fresh. 

A little bit about texture. We see the in- 
coming of the smoother surfaces and crepey 
surfaces. The surface interest generally is 
flatter and duller. It’s like a texture that 
has been squashed down. 

The biggest news, the revival of melton 
cloth, for example, and, because of this trend 
for the more squashed, smoother surfaces, 
the felty surfaces and finishings are becom- 
ing awfully important. Velours, fleeces, 
brushed faces, velvet. All those are part of 
the picture. 

With the new silhouette that calls for bias 
cuts and for understated, more relaxed lines, 
crepe will be more important than ever for 
this Fall. And, due to the fashion upsurge 
in crepes, there'll be many more crepe 
weaves introduced and re-introduced from 
seasons back, fabrics that were awfully pop- 
ular in the late 20’s and 30's that haven't 
been with us in a long, long time. An awful 
lot of boucles. Again, they've been with us 
for several seasons but they continue very 
strongly, and maybe even a tighter twist 
boucle, again a more controlled surface. The 
same has happened to Mohair. Because of 
the tremendous interest in color, Mohair 
lending to color so beautifully, we've had a 
lot of Mohair around. But the Mohair new 
to this era is sort of buried in the weave of 
the cloth rather than being as fluffy and 
high as it used to be. 

Another texture important for Fall are 
the ottomans and ribs. Very, very strong 
because, again, if you think of the crisp, 
flared silhouettes for coats, skirts, and so 
forth, the ottomans and rib is a natural 
fabric for those. 


A great amount of lacy weaves, almost 
giving the fabric hand crocheted look, very 
open. They look like bulky tweeds, they 
weigh nothing, and you hold them up against 
the light and you can practically read a 
paper through them. 

And for after five, a lot of jacquards, a 
lot of appliques, little puffed and raised 
motif, and the heavier appliques growing im- 
portant, definitely, for after five. Again it is 
the fabric that is sort of reminiscent of the 
30's. 

At “Mademoiselle” we have been working 
for several months with some of the big 
yarn and fiber companies, fabric corpora- 
tions, and the big ready-to-wear houses on 
the West Coast for spring 1962. 


Our own color cast for RESORT AND 
SPRING ’62 will go into the works shortly 
and will be sent out to the Market at the 
end of April or May, so that you're really 
getting the crystal ball version about our 
thinking for ’62. 

We see three color families coming in for 
resort. The first group for resort are the 
clear light sharp colors. They almost have a 
luminous quality. Again, there has been a 
lot of white added to them, and while they’re 
bright, they’re not the hot bright that we 
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had in resort ’61. They’re sharp and clear, 
but the whiteness that has been added to 
them somehow gives them a lighter look than 
the hot colors before. 

We'll see a very bright pink with white 
shining through from under the color; a 
bright, bright melon with a lot of pink shot 
into it. A chartreusy green. And we've seen 
this color coming for a long time but we 
think it’s going to be very strong for resort. 
Also, aquamarine, but again, white added to 
the color. 

A very green blue we think as a new resort 
color, which has not been with us for a long, 
long time. Also a clear electric blue coming 
up, very purplish almost ... and a pure sky 
blue, really, is the only way I can describe 
this color. 

Jut I think that you will agree with me 
that these colors give you a feeling of a 
certain luminosity. A whiteness under them 
which the resort 61 did not have. They were 
much hotter. These are bright but they look 
cooler somehow. 

The second family are the very chalky 
colors and this is definitely an outgrowth of 
some of the pale Fall ’61 colors. They are 
clearer, even more pale and more whitened 
for spring ’62. A very, very pale jade, a pale 
mint, a pale peach, pale yellow and a very 
pale blue, with just a little bit of green in 
it. (aquamarine). 

These are very chic and very high fashion 
colors and I think the start of a whole new 
cast in the colors. Our Fabric Editor calls 
them “MARIBOU” powder puff colors. 

The neutrals for spring: an off-white that 
has a gray-green cast to it. It almost looks 
like white with a lot of reflection of green 
grass around it. We think it’s one of the 
newer off-whites for ’62. Definitely gray 
from silver gray to even a very much paler 
shade of platinum gray. We predict great 
things for spring ’62. 

And as the third family, which is the 62 
version of the bone of ’60 and the chamois 
of ‘61, in ’62 it is very much in the caramel 
family. Again this is an outgrowth of some 
of the burnished golden browns of Fall ’61, 
the pale browns of spring. 


Advance Conducts Premier 


Of California Lines 


The Palmer House, Chicago, was the recent 
headquarters for a premier showing of the 
lines of Wolf and Vine and Decter Manikin, 
both California display firms, now handled 
by Advance Mannequin & Display, 317 South 
Wacker drive, Chicago. A photo of this 
premier on the “Display on and off the 
record” page in the last issue failed to men- 
tion this association, 


Brochures Available 
On Display Easels 


The Holzall Co., 700 Jackson boulevard, 
Rapid City, S.D., manufactures adjustable 
display easels, stands, price ticket holders 
and other metal and plastic holders of mer- 
chandise or signs. The firm has small bro- 
chures describing 11 products available for 
the writing. 


Creators &6F 
Manufacturers 
of Sales 
Producing 
Displays 

& Fixtures 


nl a SCREENS + DIVIDERS 
ae. f MAGNETIC LETTERS 
OP 033 9.0008) 290 0:4- 
EASELS 
FLOWER CARTS 


ENTERPIECES 


ee . 
SEE YOUR 
FERROCRAFT 

DISPLAY JOBBER 


ERROCRAF I 


MORGANFIELD, KENTUCKY 


SPECIALISTS IN WROUGHT IRON AND 
WIRE DISPLAYS IN COLORS AND BRASS FINISHES 





—South African Feather Co., Inc.— 


1015 FILBERT ST., PHILADELPHIA 7, PA. 
Established in 1906 
WaAlnut 5-5219 


FEATHERS 


@ FEATHERS FOR DISPLAY 

@ OSTRICH FEATHERS, all colors and sizes 
@ MARIBOU in 2 yord strings, all colors 

@ FEATHER BIRDS, made in Japan 


Excellent Delivery — Write for Price List 











FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 


Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 





AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balis in Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 











DECORATIVE FOILS 


R P Expanded Aluminum Foil, R P Ex- 

panded Puffing Foil, R P Unexpanded Foil, 

R P Non-Expandable Foil, R P Base Metal 
Write for Samples 


RESEARCH PRODUCTS CORPORATION 








1015 E. Washington Ave., Madison 1, Wisconsin 
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COLORED 
CORK CHIPS 


“COLO -CORK”" 


Trade Name 


Astoundingly Beautiful Effect 
for a "Floor Scatter." 


25 Colors 


Including Metallic 


Still at same low price. 


Samples on request. 
a 
See your jobber or order direct 


MALROS COMPANY 


“The House of Colors” 
BOX 289 DOVER. N. J. 


HOW TO LIVE WITH 
YOUR ARCHITECT 


(Continued from page 30) 


trafic flow, interior decoration, psychology 
of selling, window display and many other 
facets of contemporary retailing, in addition 
to knowing design and construction. 

But the architect admittedly has two 
shortcomings — he is neither a detective nor 
a mind reader. That is why you must ex- 
plain your ideas in detail, and then work 
with him closely. Don’t try to mastermind 
his end of the job, but at least keep familiar 
with what is going on as the job progresses. 
Ask all the questions you want to, but also 
listen to his answers. 


ARCHITECT'S PROGRAM 


In order to clarify the cooperative aspects 
of the program, let’s see just what the arch- 
itect does. 


1. He usually prepares a questionnaire to 
determine all the facts, and get at all possi- 
ble problems. If necessary, he then makes a 
personal survey of your present operation to 
observe the strengths and weaknesses of 
your present layout. 


2. Detailed measurements are taken to 
determine the actual dimensions and exist- 
ing construction. 

3. Preliminary sketches are prepared. 
As soon as the architect completes one rough, 
he starts another. By so doing, he is able 
to study your design problems from every 
angle. Thus, at the very outset, he is con- 
cerning himself with integrating your per- 
sonality into the store design, customer cir- 
culation, departmentalization of merchandise, 
location of service departments, stock rooms, 
cashier, wrapping facilities, etc. At this stage 
cost budgets are temporarily ignored in order 
to arrive at the best possible solution with- 
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MILLINERY DISPLAY HEADS 


DIE-CUT DISPLAY LETTERS 
LADIES’ GIRLS’, JEWELRY, 
BOYS', MEN'S & INFANT HEADS 
FORO STATUARY CO. 


2811 COLE STREET ST. LOUIS 6, MO. 














WANTED! 
“ADHESIVE PROBLEMS" 


Our lebeoratories ere anxious to work 
we ~A industrial eae | on adhesive prob- 
lems, which others have failed to solve. 
ADHESIVE PRODUCTS CORP. 


1666 BOONE AVE., 


EW YORK 60, N. Y. 





FAS7/...but Gentle 
MIRAKLEEWN 


The MIRACLE CLEANER with a 1,001 uses! 
For MANNEQUINS, FIXTURES, and PLASTICS 


A Littie Goes A Leng Way + just Bub On-Wipe Off 


Dist. by TROPICAL DISPLAY - 404) Miami 42, Fle 


Mw 28 $1 








EXHIBIT BOOTHS 


e Flamproofing 
e Mirrored Balls 
e Crowd Control Equipment 


FILJON, INC. 


1211 East Fayette St., Box 122, Syracuse, N. Y. 
Write for Literature 








USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 

eee” DISPLAY EQUIPMENT FOR SALE 
EPRESENTATIVES WANTED 

$5.00 was Column Inch — CASH WITH ORDER 





ENTERED Dispiay 
TWENTY ONE 
YEARS AGO. 





ARESIPENT 
CMPIRE DISPLAY MANUFACTURING. COQ INC. 


NEW YorK city, Ny». 


omERT WAS RAISED IN 
NEW YORK WHERE HE 
ATTENDED NEW y 
UNIVERSITY, MAIORING IN 
Busi ne&cs ‘ADMINISTRATION. 
MARRIED: WIFE, ANN, 
DAUGHTER, ALENE P 
GRAND CHIL PREN... 


CINDY AND JEFFERY ALLEN. 


MARITIME SERVICE in 
wore Pr -.- gy rr, SOTh sexe 
AkRoAD, 


wiieasen ihn MARITIME 
GOLD MEDAL AWARD For. 
SERVICE IN THE MEPITEREANEAN, 


GIORBIES..... 
GOLF, BOXING 
AND. MUSIC , 
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make any pertinent suggestions that come 
to mind. 


5. After you return the approved sketches, 
complete with any necessary revisions, the 
architect starts on his working drawings. 
Now, the architect concerns himself with 
the details of structural supports, air con- 
ditioning and heating, electric power, sprin- 
kler lines, etc. He engages expert engineers 
in each of these fields and closely coordinates 
their activities. This is how you avoid hav- 
ing a sprinkler head, fluorescent fixture and 
air conditioning grille conflicting with each 
other for the same spot. 


Note: Since, obviously, drawings cannot 
be made the same size as the actual building, 
they are reduced in size. These are called 
“scale” drawings. The most frequently used 
scale is 4” equals 10” (or one inch equals 
four feet.) 


6. After the drawings are completed, the 
specifications are written. They describe, 
in great detail, the materials and methods to 
be used, and spell out the relationship be- 
tween owner, architect and contractor. In 
addition to understanding the drawings, you 
should also read and familiarize yourself 
with the specifications before you sign any 
building contracts. 


7. When the plans, details and specifica- 
tions are completed, the architect and owner 
decide what contractors to invite to bid. 
Within a reasonable period of time, the 
estimates are received and analyzed. If the 
estimates exceed the original budget, the 
architect will indicate how costs can be kept 
within the original framework by making 
minor changes in materials and details 
without seriously affecting the basic design. 


8. If necessary, revised estimates are then 
obtained. The owner, with the aid of the 
architect, selects the contractor(s), and the 
architect assists in the writing of the build- 
ing contracts. 

9. Several other services will be rendered 
by the architect, including obtaining approv- 
als from all city and state departments hav- 
ing jurisdiction in the area, scheduling all 
trades, checking contractors’ shop details, 
and selecting materials, equipment and 
colors. 


10. The job starts, with the architect su- 
pervising the work in the field and in the 
various shops. He issues certificates of pay- 
ment to the contractors, and solves day-to- 
day problems as they arise. 


Through a thorough understanding of the 
many phases of the architect’s operation, 
you are assured the greatest satisfaction 
with the final results. 


Remember, it is important to recognize 
the fact architects are people, with normal 
reaction to any given situation. A friendly, 
cooperative client is greatly appreciated and 
makes for a pleasant successful relationship. 
On the other hand, an over-demanding, un- 
reasonable client often creates a difficult 
atmosphere with unsatisfactory results for 
both client and architect. 


PLEASE MENTION DISPLAY WORLD 
WHEN WRITING TO OUR ADVERTISERS 
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Culver Passes On 
At Age 92 


Irwin G. Culver, famous mannequin sculptor 
of the early wax figure era, passed away April 
3 at the Masonic Home at Utica, N. Y., at 
the age of 92. He was associated with Palmen- 
berg, Inc., and was a notable figure at the 


— Irwin G. Culver — 


conventions of the International Association of 
Display Men in the days of his active career. 
Besides his traditional display mannequins, he 
was well noted for his character figures, one 
of which was that of Abraham Lincoln. He 
was a most likeable personality and he will be 
well remembered by those display comrades 
who survive him. 


NRMA Announces Winners 
Of Sales Promotion Contest 


The Gold Award winners of the interna- 
tional Sales Promotion Contest held by the 
National Retail Merchants Association have 
been announced by Edward F. Engle, manager 
of the NRMA division. 

Gold Awards were given to department, 
specialty or chain stores for excellence in 
creating and carrying out coordinated sales 
promotion campaigns in a number of cate- 
gories. 
took into account the 
each store as well as the 

Judges of the Gold Awards Contest were 
Charles M. Edwards, Jr., Dean of the School 
of Retailing, New York university; Herbert 
Greenwald, columnist and advertising con- 
sultant; and Ralf Shockey, president, 
Shockey and Associates. 

The judges singled out several campaigns 
for special mention. These include a year- 
long 75th Anniversary campaign of Miller & 
Rhodes, Richmond, Va.; a New Store Open- 
ing campaign by Evan Brook, Inc., Saddle 
River, N. J.; and a Fashion Promotion by 
Famous-Barr, St. Louis. In addition, the 
judges were particularly impressed with the 
consistent and thoroughly first-rate campaigns 
submitted by Bamberger’s, New Jersey. That 
store was voted Gold Awards for its Christ- 
mas, Public Relations and Store Remodeling 
programs. 


Wolf & Vine Appoints 
Chicago Distributor 

Wolf & Vine, Inc., Los Angeles manufac- 
turer of men’s mannequins and displays, has 
announced the appointment of a new dis- 
tributor for the Chicago area, Advance Man- 
nequin & Display Co., 
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Glamorous 
Make-ups 


=] Fm es SF 


Also 
RENTALS 


Special Promotions 


MADISONIA MANIKINS 


152 W. 25 St.. New York 1 


11 S. Desplaines, Chicago 6 
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DISPLAY TURNTABLES 


e All Steel 


Large or 


e Heavy Duty 
ALL SIZES — 
Write for free illustrated folder 


AMER-STAGE EQUIPMENT 
805 E. 134 ST., Bronx 54, N. Y. 


pu 


wood letter co. 


‘weeoaroaaves 


151 WEST 18th aw NEW YORK II, N. Y. 


WINDOW DISPLAY 


State Approved Certificate Course, Day or Eve. Appr. 

for Vets and Foreign students. The only thorough 

professional course in N. Y. C. Free placement. 
REGISTRATION OPEN— ENROLL NOW 


PAN-AMERICA ART SCHOOL 
316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Graduates are in Demand 


Small 




















Jobbers Wonted 


TRIMMER'S HAMMER 
WITH PIN AND STAPLE PULLER 
$1.50 ea. —é or more $1.25 ea. Post Paid. 


3764 SHAFTER AVENUE 
HAL FISK oaxtann 9, CALIFORNIA 








317 S. Wacker drive. 





BAMBOO POLES 
PHILIPPINE MATTING 


all types — all sizes — lowest prices 


PAN-ASIA COMMERCIAL CO. 


16823 Lakewood Bivd. Belifiower, Calif. 
MEtcalf 3-0678 
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Attention — 
COMPETENT REPRESENTATIVES 


with good references and experience 


PUDDU & MARTINELLI, INC. is undertaking a large expansion in 


its sales force. 


southwest, all points in Canada excluding Quebec. 


477-9 BROADWAY 


APPLY IMMEDIATELY 


First to acknowledge will be given priority. 


Address all correspondence to— 


PUDDU & MARTINELLI, 


Territories open — midwest, central states, northwest, 


INC. 


NEW YORK 13, N. Y. 








FOR SALE 


Mechanical Christmas 
Unit 
Santa blowing large glass or- 
nament over glowing coals 
with elf turning crank at fire- 
place. Lots of action. In good 
condition. A “Nabour” me- 
chanical by Dave Starkman... 
$250.00, originally $800.00 


N. W. PUGH CO. 
Roanoke, Va. 











FOR SALE 


Manufacturer of all types and 
varieties of mechanical dilis- 
plays, wishes to sell entire 
business, including good will, 
inventory, machinery, fixtures 
and equipment. Located in a 
valuable manufacturing area 
in New York City. Building 
also for sale. Write to: 


S. H. KOBLENTZ 


545 FIFTH AVE. (1417) 
NEW YORK 17, N. Y. 





FOR SALE 


4 (four) Model A Show Card 
Machines in good to excellent 
condition. Printing surface 11 
x 14”. $150.00 each or all four 
for $500.00. 

1 (one) Model M 52 Show 
Card Machine in good to ex- 
cellent condition. Printing sur- 
face 25 x 35”. $500.00. 


All prices F.O.B. Detroit, Mich. 


Contact Mr. M. E. Conway 


The J. L. Hudson 
Company 


1206 Woodward Avenue 
Detroit 26, Michigan 


FOR SALE 


Silvestri Mechanical Christmas 
Attraction. “An Enchanted Toy 
Shop”. 

A dramatic synchronized sound, 
action and light display. Used 
only one season. Original cost 
$16,000. Will sell for $6,000. 
Complete description and pho- 
tos on request. 


Display Department 


Stix, Baer & Fuller 
St. Louis 1, Mo. 


WANTED 


Experienced 


COMMISSION SALESMEN 
with following only. Top qual- 
ity line of foliages and novel- 
ties. 

New England, Canada, North- 
west territories open. No ob- 
jection to non-conflicting lines. 
Write details to 


Address BOX 5FG 


Care of DISPLAY WORLD 




















JOBBERS AND REPRESENTA- 
TIVES WANTED 

To sell to stores and national ac- 

counts. Write for full details. 

SIVAMATIC MOTION DISPLAYS 


550 Fifth Ave., New York 36, N. Y. 
PLaza 7-6454 








Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 














FOR SALE 
13 BLISS FRAMES 


Complete with Panoramas and 
scenes done in dimension. All 
Frames have tables to make 
complete units. 
$1,200.00 3 
Information & Photos 
on request: 


SATER’S 


317-319 MAIN ST. 
EVANSVILLE, IND. 





DISPLAY WORLD 











DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registration being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN AMERICA ART 
SCHOOL 


316 West 57th Street 
New York City 19 


PL 7-0064 


FOR SALE 


5 COMPLETE SILVESTRI 
MECHANICAL WINDOWS 


“THE RED HEAD CHILDREN” 


30 Animated Figures 


11 Inanimate Figures 


Various Animated Cats, Dogs, Parrots 
Old Chandeliers, Pictures, Furniture 
Original Cost approximately $25,000 

Will sell for fraction of cost 
In excellent condition 
Photos and information upon request 


JOSEPH DULTZ 
Pean.ire 
Birmingham, Alabama 


FOR SALE 


14 Groups of Stylized Colonial 
Costumed Figures. These de- 
pict the activities of Christmas. 
An ideal ledge trim, in excel- 
lent condition. Original cost, 
$7,250.00. Will sell for $1,000 
plus packing. Photographs and 
complete information upon re- 


quest. 


Display Department 


Stix, Baer & Fuller 
St. Louis 1, Mo. 








SALESMEN 
WANTED 


Well Known Display Manu- 
facturing Firm has sales open- 
ings for East Coast, except 
N. Y., Pacific N. W., Southern 
States. Give all details in 
reply. 


Address BOX 5BC 


Care of DISPLAY WORLD 


SALESMAN WANTED 


New York City Display House, estab- 
lished 20 years, seeks man for Southern 
territory. Exclusive imported novelties, 
preserved foliage, trees, wreaths, custom 


units and artificial flowers. 


mission. 


Good com- 


Address BOX 5EF 
Care of DISPLAY WORLD 





STUDY 
WINDOW DISPLAY 
AT HOME 


Earn good income. Easy home- 
study course. Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind. School highly recom- 
mended and established in 1905. 

The KOESTER SCHOOL 

Koester Bldg. 
Dept. DW 
3710-12 No. Cicero Avenue 
Chicago 41, Illinois 











Salesmen Wanted 


Manufacturer — quality line 
display fixtures and decora- 
tives for department and spe- 
cialty stores; over 40 years in 
business revamping sales terri- 
tories. Real opportunity for 
right parties. Write direct: 


Crystal Fixture Co. 


226 S. Wabash Avenue 
Chicago 4, Illinois 








SALESMEN 
WANTED 


to travel territories not now 
covered by our sales force. 
Prefer display men interested 


in selling. Replies confidential. 


Garrison-Wagner 
Company 


2018 Washington Avenue 
St. Louis 3, Missouri 


FOR SALE 


Forty Carousel Motion Dis- 
plays. Can be readapted with 
new copy. Size 44” high, 31” 
diam. with shaded-pole induc- 
tion motors. 

3 RPM. 115 volts, continuous 
duty. Display comes in two 
pieces and is packed in solid 
wooden boxes with handles. 
Located in New York City. 


Address BOX 5JK 


Care of DISPLAY WORLD 


FOR SALE 


Outstanding Mechanical Christ- 
mas Toymaker Display made 
in sections for easy assembly 
with more than fifty animated 
pieces for use in window or 
interior. 


5 x 30 x 8 feet high 
Original Cost: $6,000.00 
Will sell for: $995.00 F.O.B. 

our store. 

Used for Two Seasons Only 
For Photos and Details, please 
write: 


Display Manager 
JORDAN MARSH 
COMPANY 
Peabody, Massachusetts 


Salesmen Wanted 


Manufacturer — quality Lac- 
quers and Synthetic Enamels 
for display trade requires side 
line representation. Proven 
products, profitable steady re- 
peat items, expert laboratory 
and technical assistance avail- 
able. Write giving full infor- 
mation. 


Fyn Paint & Lacquer 
Company 
229 KENT AVENUE 
BROOKLYN 11, N. Y. 























SALESMAN 
to carry complete line of display 
fixtures and garment racks for 
variety, apparel and shoe chains. 
Replies confidential. 


Address BOX S5IJ 
Care of DISPLAY WORLD 








WANTED 


REYNOLDS 
PRINTASIGN 


Please advise as to model, age 
and condition. Also please send 
proof showing type case. 


Troy Department 
Store, Inc. 


6401 West Cermak Road 
Berwyn, Illinois 








WANT TO TRADE)? 


Complete story of 
“The Night Before Christmas” 
Consisting of 6 animated and 
one non-animated window by: 
VISUAL MERCHANDISE 
DISPLAYS, INC. 
Would consider outright sale 
of units, but prefer to trade for 
animated trim suitable for at 
least 4 windows. For photos 
and details write, 
JOHN P. CAMPBELL 
c/o RIFF’S, Box 2066 
Longview, Texas 


SALESMEN 
WANTED 


Custom line metal merchandis- 
ing units — Brass and painted 
finishes — Compact presenta- 
tion — 8 x 10 color prints. 
Chicago manufacturer. Area 
open — Ohio and Mid-southern 
to East Coast. Also Texas and 
Surrounding area. 


Address BOX 5GH 


Care of DISPLAY WORLD 














ADDITIONAL 
OPPORTUNITY 
EXCHANGE 
ADS WILL BE FOUND 
ON PAGE 66 





MAY, 1961 











POSITION WANTED — Versatile, 
young, married man seeking oppor- 
tunity in the west or southwest. 
Desires position with better 
women’s and/or men’s specialty 
shop. Well recognized for artistry 
in clothing display in and around 
Chicago. Resume sent on request. 
Address BOX 5EL 
Care of DISPLAY WORLD 


write— 


FOR SALE 
LINE-O-SCRIBE 


full sheet size, 2 years old and in 
good condition. 
13 sizes and 9 styles. 


P. O. BOX 63 
CARMEL, INDIANA 


California. 

worth $125 
apply. Write— 

BISTRINS 

535 Sth St., 


49 fonts of type — 
For details 


DISPLAY MANAGER WANTED 


For 4 Specialty Stores in Northern 
Only experienced man 
weekly minimum need 


Eureka, Calif. 


DISTRIBUTOR WANTED— 
To handle complete production 
of California dry foliage for 
display. 

Address BOX 5 CD 
Care of DISPLAY WORLD 














WANTED: WORKING PARTNER 
for ™% interest in display jobber 
and sign supply business. Terrific 
opportunity in fast growing metro- 
politan New York—suburban area. 
All replies confidential. ble. 


Address BOX 5HI 
Care of DISPLAY WORLD 











FOR 


ONE PRINTASIGN 
DISPLAYTYPER 


Excellent condition. Very reasona- 
NEVIUS-VOORHEES 
131 E 
Trenton, N. J. 


SALE 


State Street 








USE THE OPPORTUNITY EXCHANGE FOR 
e POSITIONS VACANT 
Model 25 e POSITIONS WANTED 
e JOBBERS WANTED 


Only $5.00 per Column Inch, remittance with order. 
Forms close on 5th of month. 


e LINES WANTED 
e USED MATERIAL 
e FOR SALE 
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C YSMETICS, because of their small s.ze, 


provide no end of difficulty for the display- 
man wishing to create the most impact with 
a new product in a prominent display area. 


problem is that of tieing-in the 
with the latest fashions, not 


The other 


new cosmetic 


always easy. This display by James F. 
surnside, display director of Hochschild 
Kohn & Co., Baltimore, how both 
problems were solved, thus deserving the 
honor of Display of the Month. 


No shine fashions in fabric are promoted 


shows 


together with No Shine lipstick by Max 
Factor. Background and floor are of sun 
glint yellow seamless paper. Three inches 
from background is suspended a cellophane 
“rain curtain.” Umbrellas painted in the 
shades of lipstick are suspended from turn- 
tables in ceiling. Each umbrella has an 8- 
inch shelf on handle to display lipstick along 
with a shoe, a handbag, a glove, etc. A gar- 
land of bamboo shoots is draped around and 
over each umbrella along with a water lily. 
Two colors of lipstick were used to a win- 
dow. 


The two signs are of two layers of hard- 
board painted in the two lipstick colors and 
lettered in white. Overall white lighting 
blended with colored spots. 

This display was chosen Display of the 
Month by the editorial staff of DISPLAY 
WORLD, and Mr. Burnside will receive a 
Gold Medal for his entry received this past 
month in the 1961 International 
Contest. 


Display 


Rules for the 1961 annual contest are the 
as for 1960, with the same categories 
again making it possible for display of all 
types of merchandise and for any possible 
purpose to be eligible. The top three winners 
in each category win gold, silver and bronze 
medals and the displaymen 
amassing the most cumulative points (three 
for first, two for second and one for third) 
are awarded gold, silver and bronze plaques. 


Rules and classifications are 
on page 6 of this issue. 
to Contest Editor, 
Cincinnati 1, Ohio. 


same 


respectively, 


published 
Send your entries 
DISPLAY WORLD, 
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Regis Paper Co. 
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& Iron Works 
Arnold Wood Turning Co., H. 
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Art School.. 
Pan-Asia Commercial Co. 
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Research Products Corp. 
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Sargent-Gerke Co. 
Schacter Co., Max 5: 
Service Bureau Bulletin 52 
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The Co. 3 : Inside Back Cover 
South African Feather Co. . 61 
Stensgaard & Assoc., Inc., W. L.. 1 


Tropical Display PRESETS 


Van Arden Fabrics.. 
Vue-More Corp. 


W. H. Display Co. 
Williams, Inc., D. G. 


Zaria Displays 
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THE SHOWCARD MACHINE COMPANY, 320 W. OHIO ST., CHICAGO 10, ILL. 


Display Room: Chicago Merchandise Mart, Suite 928-C 








... AN EXCITING WONDERLANE 
OF CHRISTMAS DISPLAYS 
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